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ouch Proofs 


= Manufacturers have found a 
Monanza in “glass wax,” reports 
ithe world’s greatest advertising 


oe And, apparently, so have the 
yawyers. 
ees v7,gvY 


Gladys the beautiful receptionist 
Shays she sees the Alexander Smith 
"arpet people are increasing their 
mdvertising .-., and of course she 
Wan understand why they’re in- 
wterested in more coverage. 
vgv¥seey? 
Senator Taft said recruiting 
ampaigns for the War Depart- 
ment “have been expensive but 
mot persuasive.” 
That’s a complaint not entirely 
monfined to the War Department. 
: vyvyY 
©) Cigaret and other general ad- 
ertisers wooed the doctors at the 
ixMA convention, AA reports, but 
. jit omitted the most popular ex- 
‘thibitor at the show—Coca-Cola 
sing out ice cold bottles free 
the perspiring medicos. 
v,vyY 
'?)) “In 1921,” the story says, “there 
Were 89 makes of cars produced 
the U. S.; today there are 20.” 
Does that include the Tucker? 


; vvyY 
A ‘hospitalized GI on “Truth or 
onsequences” predicted that on 
‘Aug. 28 the Yankees and Cards 


‘would bé leading their respective. 


Jeagues, and admirers of the In- 
: Wians and Braves are afraid avs 
right. 


ait 


vvy 
The retired undefeated heavy- 


Puin the ring a good plug for that 


age, Joe Louis punch. 

vv¥egy 

> The Minneapolis Grain Ex- 
change has a speakers’ bureau 
ek which will “explain the principles 
S\upon which the grain marketing 
=) system is based.” 

>». Here’s hoping they don’t have 
o hedge. 


S.-B. # 


ba line, which doesn’t attempt to 


| clusion qualified as news. 


7 Fe 

“= “When we follow trends in 
m copy,” says Walter Weir with his 
micustomary brutal frankness, “we 
Miare likely to pay more attention 
fe to the trends than the copy.” 


mi readership studies? 

Z wet ae 

The Creative Man doesn’t like 

he headline, “The wiener the 

m= aworld awaited!” 

It’s plain he just doesn’t appre- 
iate the importance of wieners. 


vev¥eg 

? “Typed copy set on stretchable 
tape,” says a news story in Ap- 

VERTISING AGE. 

Now if copy men could only 

find an inventor of stretchable 

Btype, everything would be lovely. 

“vv vy? 

One sad thing about a striking 

Zi1TU member going back to work 

is that he usually finds there isn’t 

as much work as there was before 

he went out on strike. 

Cory Cus. 


‘them well known 


up-and-coming carbonated bever-’ 


i 6 “Study finds men like calendays nt 
')—and pretty gals,” says the head’ 


Like editors confronted with) 


Prize Donors 


Ride High 


on Giveaway Programs 


Brokers, Sponsors, 
Salesmen, Networks, 
Public Prize Happy 


By MAURINE BROOKS 


New York—lIt’s simply wonder- 
ful what radio can do for a com- 
pany willing to give something 
away. 

Not only are listeners showered 
with wealth, by courtesy of broad- 
casters and their clients, but 
thousands of companies, among 
advertising 
names, are getting a free ride on 
the airwaves. They get plugs on 
choice radio time, which if paid 
for would cost a pretty penny, 
by supplying lipsticks, radios, 
cars, blankets, lamps, ships and 
nylons to prize brokers. 

General Electric, Westinghouse, 
RCA, Philco and practically all 
the big appliance makers are 
standbys of the brokers. Brokers, 
who amass the loot to be handed 
out on the radio, are paid directly 
by the program producers in some 
instances. In others, the manufac- 
turer pays a fee, depending upon 
the type and time of the show, 
ranging roughly from $50 to $250 
weekly, for getting his product 
plugged on the airwaves. 

Major brokers hotly deny that 
they ever are paid twice by both 
broadcasters and manufacturers. 


680 Mentions for $200 


Brent Gunts, who produces the 
jackpot of surprises for ABC’s 
“Stop the Music” (P. Lorillard 
Company, Speidel Corporation, 
Eversharp and Smith Brothers), 
has about 50 companies on his list 
for prizes. They range from the 
Marinette Hosiery Mills, Phila- 
delphia (50 pairs of nylons) to 
the Truscott Boat & Dock Com- 
pany, St. Joseph, Mich. (25-foot 
iser). 

Marinette, in barter for about 
$200 worth of merchandise, got 


~|four mentions on more than 170 
e? plain how this remarkable con-. 


ABC stations. The sponsor, who 
pays $10,000 for 15 minutes of the 
hour long program, has two com- 
mercials. 

In the case of the $3,800 cruiser, 
which was described glowingly as 
a part of the jackpot, it is esti- 
mated that Truscott received at 
least $40,000 worth of radio time. 
An established part of the give- 


(Continued on Page 49) 


New Pay Scale 
needed for top officials. 
See ‘In Washington,’ 
Page 38. Other features: 


err eT rs Y 12 
Advertising in the Test Stage....... 52 
Advertising Market Place........... 48 


Coming Conventions .............. 52 
Creative Man's Corner............. 36 
Department Store Sales............ 31 
NN, tee oS ee 12 
Getting Personal .................. 26 
Information for Advertisers......... 12 
ME i SO oT aie 50 
Photographic Review .............. 47 
ARS ONE E ar neeere 50 
Voice of the Advertiser............ 34 


Picking Agencies 
ls Full-Time Job 


for MacRann Team 


Ex-Agency Staffers 
Work Up Unusual 


Consulting Business 


New .YorK—This is a progress 
report on two guys with a very 
ingenious idea. 

When Daniel G. MacMillan and 

Louis G. Shields set up MacRann 
Associates with the intention of 
simplifying the process of select- 
ing advertising agencies by acting 
as an agent (AA, Jan. 19), they 
hoped they would have some cli- 
ents. ' 
Six months later, they have 
them. They’ve handled six ac- 
counts, two of which retain them 
on a consulting. basis; they are 
working for four accounts cur- 
rently, and two more are “prom- 
ised” for the fall. 

In addition, they have devel- 
oped a questionnaire for agencies, 
called “The ABC’s of Agency 
Service,” a formidable 52-page 
job which requires an agency to 
document (1) its organization and 
history, (2) evidence of advertis- 
ing ability—samples of present 
work for clients, and (3) ideas 
about advertising. 


Ask ‘Personal’ Questions 


Agencies are asked to disclose 
billings, practices with regard to 
fees, services, representative sal- 
aries of personnel, etc., on a 
strictly confidential basis. Signifi- 
cantly, MacRann has had little 
trouble in getting the answers. jit 
requires, Only two of 60 agencies 
have bucked at the questions they 
were asked. 

The general reception by agen- 


(Continued on Page 52) 
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CARRYHOME—Birk Bros. Brewing Co., 
Chicago, opened a Chicago newspa- 
per series with this page in the Chi- 
cago Tribune, announcing its Trophy 
Tot 6-Pak, a new baenge containing six 
7-ounce bottles. Fogarty Co., 
Chicago, is re ‘agency. 


Columbia Spreads 
Arthur Godfrey 
a Little Thinner 


New York — Arthur Godfrey, | 
taking another step toward the| ° 


title of radio’s hardest working 


master of cerémonies, will add|'4@ 
two more names to his list of net-| 


work sponsors on Aug. 30. 
Effective that date the redhead’s 
mid-morning network show will 
be expanded to a full hour with 
the Gold Seal Company, through 
Campbell - Mithun, and National 
Biscuit Company, through Mc- 
Cann-Erickson, sharing the extra 
half hour. Liggett & Myers To- 
bacco Company sponsors God- 
frey’s antics over Columbia from 


“vee | 11-11:30 a.m., EDT, Monday-Fri- 


day. 

This means that CBS listeners 
come fall will be able to hear 
Godfrey five hours weekly in ad- 
dition to Monday night, when he 
conducts a half-hour talent scout 
session for Lipton’s tea. “Talent 
Scout” is now on vacation. 

For people in New York and 
Washington there is a choice of 
even more Godfrey. He plays rec- 


(Continued on Page 50) 


Last Minute News Flashes 


Monitor Budgets $600,000 for Aerator Promotion 


New YorK—Monitor Equipment Corporation has allotted about 


$600,000 to advertising and sales 


promotion of its Aerator washer. 


The washer is now in national distribution, through 60 distributors. 
Cooperative newspaper advertising will probably carry the brunt of 
the campaign, although Monitor’s magazine drive in The Saturday 
Evening Post and women’s magazines may push the Aerator later. 
Paul B. Zimmerman, national sales manager, told AA the company 
still feels that advertising is “secondary to demonstration” in effec- 
tive washer selling. Buchanan & Co. is the agency. 


Magnavox to Spend $700,000 This Year 

Fort WaYNE—The Magnavox Company plans a $700,000 fall-winter 
campaign (including dealer cooperative advertising) to promote its 
radio and television sets. The drive, through Maxon, Inc., will break 
in August in magazines and newspapers. Included on the magazine 
list, with other publications to be added, are House Beautiful, News- 
week, The New Yorker, Time and The Saturday Evening Post. 


Kinsey Advertises It Still Fair Trades | 
LINFIELD, Pa.—Kinsey Distilling Corporation ran a specia! 400-line 
insertion in four New York papers, through J. D. Tarcher & Co., July 


2 to straighten out reports of a price reduction on. whiskies. 


Kinsey 


and Continental Distilling, Publicker subsidiaries, have just reduced 
prices to retailers from $3 to $6 a case, but have not changed fair 
trade retail prices. Continental plans no special advertising on this 


situation. Its agency is Al Paul Lefton Company. * 
(Additional News Flashes on Page 55) « — 
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Richards Takes 


oS campbl Ewald - 


IN. Y. Accounts 


C-E N. Y. President 
Stacts Agency; Has 
$7,000,000 Volume 


New Yorx—After 29 years to- 
gether, Henry -T. Ewald and 
Fletcher D: Richards parted, 
amicably, last week. 

Mr. Richards, long president of 
Campbell - Ewald Company of 
New York, Inc.—a separate cor- 
poration from Campbell - Ewald 
Company, Detroit, Chicago and 
Los Angeles, which is owned by 
Mr. Ewald—has taken over the 
physical assets and most clients of 
C-E of N. Y. 

The Richards agency—Fletcher 
D. Richards, Inc.—continues at 10 
Rockefeller Plaza. Campbell- 
Ewald has opened at 1 E. 57th St. 

Mr. Richards becomes chairman 
of the board and president of the 


Henry Ewald F. D. Richards 


new agency. Vice-presidents will 
be W. E. Blodgett, B. A. Walker, 
E. A. Elliott (media), W. A. Mc- 
Nabb (U. S. Tire division con- 
tact), Radcliffe Romeyn and John 
Davidson. All were v.p.’s of C-E 
of N. Y. Duane W. Beurmann, 
vice-president and secretary, be- 
comés secretary and treasurer of 
the Richards agency. Directors 
are Messrs. Richards, Walker, 
Blodgett, Elliott and Beurmann. 


Keeps $20,000,000 


Winslow H. Case, vice-president 
in charge of television and radio, 
is temporarily | in charge of C-E’s 
new office KHer2 Lynn B. Dudley, 
another “-E 2% N. Y. vice-presi- 
dent joins the New York. «tfice of 
Campbell -.Ewaid a8‘ 'Vice - presi- 
dent. L. R. Nélson,‘ a director 
and treasurer af. Campbeli-Ewald 
of N. Y., ‘stays wih that gency. 

The Richards ag2ncy bes a re- 
ported $7;009,000 if anrual bill- 
ings. Its ,Jargest--‘accdunts are 
United Stetes, Pubber, -estimated 
at $4,500,0C0; Exstern Air Lines; 
Rockwood & to, cLocolaw. manu- 
facturer, and Schieelin & Co., 
drugs and liquor ovorts, 

Campbell-Ewald’, bere *: ex- 
pected to take Dry Duck, Savings 
Institution and Hyatt Beerings di- 
‘vision of General Motors. A large 
part of its New York work will 
be in service on the growing 
Chevrolet and General Motors ac- 
counts, which will include expand- 
ing activities in television adver- 
tising. C-E’s rapid growth this 
year is expected to provide bill- 
ings estimated at $20,000,000—de- 
spite the loss of the “Richards” 
accounts. 

Except for one year as a re- 
porter for the Columbus Citizen 


and, service as an Army pilot in 


Sg tae Oo ee ee ; ees Z So Tea eh 5 Lee 4 a ae by irae > Mer a ar ee —— ee tak ces go de Tn RE ee Re Ser eer eer ak, mae ey Ree rN ers es Oe ies ee esse sino, ES A Ss ea 
Se ee eee Se le ea ee Oe Me ee Oe a ec eee ha one a gee ne eee eee cr ee meee 
SE hae ee alg, ks or le a ty at Se eae, SS > as MR NS a eM ee a Lp hi ; eee sie ome SN a4) ee W Bae ate goo aR, igen ante aren Ng tee a ek pa eae ve 
sepa ack Es . oe teeta i oe ie ie oe sae er . im ho eee aa eee aa — eon Ts eee aoe Se en ee ee aia ere eae 
ee <9 a bn ca hk om ci ee a Ge ME a Ee oe 2. os bai erie: " Eee k Pe ae ee feu det ae = aS omnes 
Pa ne Se) ee ee ee ee eo 7 an Oe, A ee 2 ne a i a ee, ee ene re 1G ene reer a. ee aoe: oe fee 

aay ee ee eae, 7 rer ee, ee an Rie Seay oe ae ae las i air Spee as iclaie a) seem ie a ae ST Aas. 

aha aie 7 eee ae Bes = eee 3 See aM tae, ee CATER Bie Se ee eae en ae” eas Vea ARe EE RO Se Rear re Dlg Cee ae hae 4 ot * Sih eel Si Agger ge eae gine oe 
ine er ae ee Preys Fe a tet ee a ee ee hes ae as alt aa x ‘a , Eiveg : ae Lee eee ge, si) Be os Be aa ne or cae ou hee eae ee “ET ae ee PS ie Sede 
Pa i ass ; i . ls ae a bas iio eer le i cilia a ee es 
= —_ 

mee” 36 : 2 ‘ 

i x a . f z : 
Beet) see 
a te eile 
ad . 1 gies 
ie aes 

7 ‘ 3 

Z é 7 
a - Po a? vy 
2 / a 
y or. 
Laat ‘ 1 si ae Co + 1 5 fa Te 
pare ® ? | “ tee 
ae | <a 
met * ? . ae ae 
oe . 4 * { . ar ey 
hoe mink. tied = 
iat a @ Try Just One 

: 3 ’ i 

= ; ; 

: \: ye ree 
3 } > aay Good. Pee 
1 heed | . Erne 

bye a * ; ree a 
hae: ho e .. 
me re “ SD OG, SF q ; 
HM ow ~ ¢ i ~ 4 
, mg ’ » : ion tm PPT 
: 5 au iustasy @iT! Th ROPHY 
es Per 3 
Fat pear ahey v “ ‘ ' 3 
wh «ool } 
LOOM oy ey) Bae: my 
ieee = —_"| &: ups en 
oe as ative a teas 
ae - L LiSHT ; cere 
i Bi Jf - j t : : 
: | aA SS “ipisi sould 
. { 4 mere gt 
oe hence oe 
a | pert = 4 
all i 
ic m — : 
| oh ee HT i Ae Le. oper semen 608 
Po 
-~¢@ 
| | 
: } 
: | 
| 
ee , 
iy a os 
tee ‘ 2 & 
: ‘ ; ' : 
~* 5 j ; F 
. % vas mo is ; 
; fe ‘ va - 
; om = p > (mars a 
7 i 
‘ { 

e | ia 
ce ‘ BS; . . . i iat 
eee «weight champion of the world just vada 

bas ‘ . | 

Spe jhad to make his final appearance er: -: | 

ee 
= 

| 

pes ! ae 
re | p ne 
ee SY pe pl meer 
seh ; aoe 
Pies | —— Pye ioe 
ase ie 
Lie ee dia 
aa ee 
ees pa ha se 
eae or: | A pie a 
aay ee a 
ee ee 
So ae yoo 
Te : CER 
efi | | 7 

- 

q —eeeeeee=—eee—————eeEeEeEeeeeeeeeee 
| ae 
ie Fe 
| ee 
By 
as 
Bhs § 
ai 
ae 
_ es —_ 
rer : 
Fie De 
Ee ee foe 
i aie ‘ sf eae 
a | a 

ete : ‘ : n ‘ - ae 
Sea ais sok eg Sak San A Se api ey ele Mwtte epg Noel ER aa eg AE a Oe Ri ak ike ale aa, Stil ae a we 
ee ss py ce ee ee poate y Oban Fat Sir che in nip tag ee nee Nae Pada ae FN oy Sa he, Sie Bie See el erat ee aunt Mee Cae and ei ee a Tee Se ana Ne is ge aa Pek eet ee oath oe ee Be tk ath a. eee ee 
* iF i ie ae) iid ba rie Seen Seek bane aR Ld Natty ee borne SF £4 ASA FEE ye EOL ANN. Lh er aA MONT I geet Pee a edgy ae da it yer Orie Oak Wee em te i NOES Sins Bony # Jes al . me ‘ : 


World War I, Fletcher D. Rich- 


“only one job” since he joined the 
copy staff of Campbell-Ewald in 
1919. Even after moving to New 
York im 1934, he devoted 90% of 
*his efforts to creative work. 
Agreed Years Ago 

Henry T. Ewald, now 63, was 
advertising manager of Stude- 
baker and E-M-F automobiles be- 
fore he joined in the launching of 
Campbell-Ewald in 1911. Chiefly 
with the expansion of General 
Motors, his agency grew in the 
’20s to one of the four largest in 
the country, with billings esti- 
mated at more than $25,000,000. 
At that time C-E was handling 
nearly all GM advertising. 

The reason for the split at this 
time is said here to be the grow- 
ing Chevrolet and General Motors 
operations, which require more 
personnel and more space. C-E 
of N. Y., Inc., was formed Jan. 1, 
1935. Temporarily, during the 
war, however, it became the east- 


we 


ern division of the Detroit com- 


@rds, now 55, says he has had| pany 


A Campbell-Ewald spokesman 
in Detroit told AA that the deal 
had been pending several months 
and is an outgrowth of an ar- 
rangement made several years ago 
when Mr. Ewald agreed to dis- 
pose of his holdings in the New 
York company at any time that 
Mr. Richards desired to acquire 
his interests. 

Principals in the Richards 
agency will have a larger stock 
interest than before. A midwest 
office may soon be opened, Mr. 
Richards said. No West Coast of- 
fice is now planned. 

Billing for the Richards agency 
is divided chiefly among news- 
papers, magazines and outdoor. 
Its radio is growing, however, and 
television is coming along. It has 
produced television shows for 
U. S. Rubber and has _ video 
shows in the works for other cli- 
ents. Long active in the American 
Association of Advertising Agen- 
cies, Mr. Richards is now chair- 


man of its agency, personnel com- 
mittee. 

Mr. Blodgett, first vice-presi- 
dent of the new agency, joined 
C-E 19 years ago. Previously for 
15 years he had sales and adver- 
tising experience with F. Wallis 
Armstrong Company, Autocar and 
Real Silk Hosiery Mills. Since 
1937 he has supervised all U. S. 
Rubber service. 

Mr. Beurmann joined C-E at 
Detroit in 1928. He moved. to 
New York in 1935 and became 
treasurer of the New York com- 
pany in 1938. 


Davidson Heads Planning 


Mr. McNabb has been with C-E 
since 1930, and art director of the 
New York company since 1937. He 
became vice-president in 1943 and 
early this year was made U. S. 
tire account executive and assist- 
ant to the president. 

Mr. Davidson is chairman of 
the new agency’s plans board and 
account executive for Rockwood & 


Co. He is a former vice-president 


of Federal Advertising Agency, 
and former radio director of Ruth- 
rauff & Ryan, Young & Rubicam 
and J. M. Mathes, Inc. 

Mr. Elliott has been with Camp- 
bell-Ewald for 21 years, transfer- 
ring from Detroit to New York in 
1935. In 1938 he was made media 
director and in 1943 a vice-presi- 
dent. 

Mr. Romeyn, plans board mem- 
ber, is account executive on 
Schieffelin & Co. For many years 
he was with Geare-Marston in 
New York. Long active in radio, 
he worked on broadcasting plans 
for such zoncerns as American 
Telephone, Chrysler and Hudson. 

Mr. Walker has been with C-E 
25 years. He worked under Mr. 
Richards on GM Truck of Canada, 
and later accompanied him to 
New York. Then he went with 
General Motors where, after Pearl 
Harbor, he organized the GM 
training aids section. With the 
Richards agency he is vice-presi- 
dent and account executive on 
Eastern Air Lines. 
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One out of two housewives in City X build their own pancakes from the eggs up— 
if they make them at all—while in City Y, just three states away, 83% of the 
housewives prefer simply to add water to a prepared mix, stir briskly, cook and 
serve. If pancake mix is your business, it’s a cinch you'll build sales and 
profits faster by thinking less of Mrs. X and advertising more to Mrs. Y. 


The same thing goes for almost anything you make or sell. People differ. 
+e. ““.onditions differ. Customs differ. Markets differ. And in these basic variations 
pften lies the difference between selling at a loss or a profit—especially 
+, ;today, when the margin between profit and loss may be no wider than the gap 
" tees - between last year’s selling costs and this year .% 


.. » The market-by-market approach to national advertising takes full advantage of 
local differences—and exploits them through the one advertising medium which 
thrives on them, the newspaper. For no matter what the market, nothing fits it like 
the newspaper—which was built for it, grows with it and paces its day-to-day changes. 


Adopt this approach, and you’re planning your national advertising on the 


The Bureau of Advertising, ANPA, is in business to help you locate the customer 
- markets for your product. Call or write us at: 370 Lexington Ave., New York 17, 
Murray Hill 5-8575 * 360 N. Michigan Ave., Chicago 1, State 8681 . 
240 Montgomery ‘St., San Francisco 4, Exbrook 8530 
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Retail Grocers 
Hit Allowances “4 
for Ads, Displays¥@ 


AtLantTic Crry—The Natio 
Association. of Retail Groce 
meeting here for its 49th annug 
convention, voted to ask foo@ 
manufacturers to end “discrimi 
natory” advertising, display’ and 
promotion allowances. 

In a resolution passed unani- 
mously at the concluding session 
the grocers authorized incoming 
president C. C. Precure, Britton 
Okla., to appoint a committee | 
which will confer with manufac 
turers and wholesalers. 

A year-long study of the al4 
lowance system has “firmly con- 
vinced” the association that aly 
lowances are “necessarily and un<#) 
avoidably discriminatory against 
those who cannot qualify for 
them, and that those who cannofl 
qualify constitute an overwhelm 
ing majority of the independent 
retail grocers,” the resolution 
said. , 

Organizations with which the 
committee was instructed to carry 
on negotiations included the Gro- 
cery Manufacturers of America) 
the National American Wholesale 
Grocers Association, the U. §S, 
Wholesale Grocers Association}§ 
Voluntary Groups Institute ange 
National Retailer-Owned Grocersi¥™ 


Protection Differs , 
Throughout the five-day meet-J 
ing, speakers attacked the allow 
ance system and the floor stock 
price protection systems of some 
soap companies. The convention) 
by resolution, also condemned thé 
price protection policies and 
asked that all customers, instead 
of only those which warehouse 
their stock, be afforded the same ta: 
protection. 

The present system, the renal 

tion said, protects some pur- 
chasers “while denying such pro-§ 
tection to others.” iT 
“In lieu of this plan, they ares ff 
hereby respectfully requested to¥ i 
extend full protection to all their 
customers, including wholesalers,As 
for a period ‘pf 15 days from the 
time of the actual physical de- 
livery of orders to “théir cus- 

tomers,” it continued. ~ ¥ 


Station WBZ Moves 
Station WBZ, Boston, has moved 
from the Hotel Bradford to a 
Soldiers Field Road. 


ae ae 


WHY SOME 
ADVERTISING 
FAILS 


1. Starting Too Fast 


Like the miler who gets ¥ 
away too fast, many an ad 
vertising budget is spent § 
long before it reaches the 
finish. Plunging into advertis- 
ing with the reckless hope § 
that results will bring e fi 
wherewithal for continuation 
is gambling, not advertising. 


The best advertising programs, 
like the best men, build repu- } 
tations and material success 
by keeping everlastingly at it: 


IT DOESN’T PAY | 
TO ADVERTISE... . 
unless you do i rightl. 


JOHN MATHER LUPTON.) # 
Co., Inc.© ADVERTISING: 


_GRAYBAR BUILDING 
“N.Y. 17, N.Y. 


“FA spear 
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/ WHEN MOST PEOPLE THINK OF ADVERTISING, 
/ THEY THINK OF THE SATURDAY EVENING POST 


, 


~yet everybody is 


1, You're actually advertising 
every time you let a friend in on 
something new and better—a deli- 
cious new dessert you’ve discovered 
or a better way to clean your furni- 
ture. It’s word-of-mouth advertising 
—a fast, easy way to pass valuable 
information along. 


3. The printed notice on a bulletin board of a 
school, church or club is also advertising. It’s 
still another way of passing important informa- 
: tion on to those who will stop and read your . 
2. “Dear Gang: Thanks for the swell going-away §§ message. 4. Suppose you had a message for everyone in 
party. Tom and I both appreciate your swell wed- town. You’d probably do what your local depart- 
ding present. Be sure to pass this letter along...” ment or grocery store does—run a paid notice in 
Yes, letter-writing is another way all of us adver-§ ———m the local newspaper. In this way you would reach 
tise... another way we transmit information to a lot of people within a selected comraunity. 

other people. 


5. Now let’s suppose you wanted to spread sowe information 
to important people everywhere. That’s where The Saturcay 
Evening Post comes in. For the people who count in avery “om- 
munity in the U.S. are Post-reading families. ; 

Advertising in the Post is the quickest, most effective and 
economical way to tell millions about the new and better prod- 
ucts ...and to explain how these products can nieke sur ‘ives 
easier and happier. 


sf 
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Toward a better understanding of what advertising is — and does PG 
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Paris Still Fears 


Seizure of Press 


Parts—In spite of denials that 
Marshall Plan aid funds will be 
used to subsidize American pub- 
lications abroad, French publish- 
ing circles last week continued 
apprehensive of alleged American 
efforts to “seize control of the 
French press.” 

The original charge that a 


newspapers would share in a cir- 
culation subsidy scheme was de- 
nied by the publishers involved. 

Liberation here wrote, however: 
“Credits may be granted officially 
for foreign propaganda, but could 
they not also be used, partly at 
least, to compete in France with 
French publications?” 


Toler Opens NY Office 


Harrison Toler Company, Chi- 
cago, has established eastern of- 


Walter E. Barber, formerly gen- 
eral manager of Transportation 
Guides, Inc., has been appointed 
eastern sales and service manager 
of Toler’s Amusement Center, the 
first issue of which will be pub- 
lished in September. 


‘Newsweek’ Ups Rates 

Effective with the Jan. 3, 1949, 
issue, Newsweek, New York, will 
increase its basic page rate from 
2,690 to $3,100. The circulation 
guarantee will be raised from 
700,000 to 770,000. 


Plans Campus Campaign 

Garland Knitting Mills has ap- 
pointed Campus Advertising, New 
York, to handle promotion and 
publicity for Garland and Hewins 
sweaters in 100 colleges through- 
out the country. 


Zelner Joins ‘Argosy’ 
Burton Zelner, formerly in the 
promotion department of the New 
York Times, has joined the pro- 
motion staff of Argosy, New York, 
as assistant promotion manager. 


“selected few” periodicals and|fices at 16 W. 36th St., New York. 


hoi ptraid ota Buyers Mather 2 
—— (C * A \3 


Street industries are employing more and more 
people, handing out fatter pay envelopes. Main 
Street’s swelling industrial payrolls play tunes on 
those cash registers, too. 


Not you—i/ you know where to 
find /ots of people with plenty of 
money, who want to be sold. 

This is why so many big businesses are reaching 
out to find these new customers... . the only answer 
to their enormously-expanded production capacity 

. through farm and Main Street magazines. 

More than half of the people of America live in 
places of less than 25,000 and on the surrounding 
farms. Marketwise, you cannot separate the farms 
and the trading centers; they are one and the same. 


You can see, then, that retailing is really the 
biggest business on Main Street and that here, where 
town and farm meet, you'll find a “‘seller’s market.” 


But are you aware that leading urban maga- 
zines put the least of their circulation into this 
bigger, better half of America? You’ll need to shift 
and expand your selling approach to reach these 


, new customers both on Main Street and farm. 
Seven straight years of higher and higher in- 


come for farm families and the huge demand to 
fill their 20-year accumulation of needs and de- 
ae + SIRs have-spread prosperity the length and breadth 
“<* -* of Main Street. But farmers are not the only cus- 
vushers ringing Main Street’s cash registers. Main 


That’s why more and more big businesses are 
turning to Farm Journal and Pathfinder for more 
coverage and more customers among these prosper- 
ous farm and Main Street families. 


How about you? 


Pathfinder 


First News Magazine 
of Main Street 
1,050,000 subscriber families 


Pathfin 


ee, cont 
- 
a, *. ‘ 


oer Farm Journal 
im ~~ | Biggest in the Country— 
ro. More than 2,700,000 
subscriber families 


3750000 families buying on Main Street 


GRAHAM PATTERSON, President 


FARM JOURNAL, INC. 


Advertising Age, July 5, 1948 


FCC to Juggle 
Video Channels, 
Expand Coverage 


WasHincton—Slowed by a 
seemingly endless stream of local 
grievances, FCC last week pushed 
toward the adoption of a revised 
pattern of television allocations 
which would provide service for 
hundreds of additional U. S. com- 
munities in the immediate future. 

Well over 100 witnesses, and 
more than 100 engineering ex- 
hibits went into the voluminous 
record as applicants from com- 
munities in all parts of the coun- 
try jockeyed to obtain or secure 
channels for their proposed opera- 
tions. ; 

Revamping of the downstairs 
channels has been attempted in 
order to provide more widespread 
television service prior to the 
completion of a truly competitive 
nationwide system. The latter, 
presumably, will take place on the 
higher frequencies. 

Additiqnal hearings on the prog- 
ress of technical research are 
scheduled by the commission for 
September, but there is little op- 
timism that the upper band, 
where many more channels are 
available, will be ready to go 
ahead in the foreseeable future. 

Among the controversies sub- 
mitted for consideration during 
the reallocation is the Westing- 
house plan for “stratovision,” de- 
signed to serve a 200 square mile 
area adjacent to Pittsburgh. 


Wants Channel Eight 


To carry out “stratovision,” 
Westinghouse would like exclusive 
use of channel eight in a 200 mile 
area. Its spokesman opposed a 
feature of the commission master 
plan which would permit a com- 
munity station on channel eight 
at York, Pa., within the 200 mile 
zone. 

Under the important new allo- 
cation plan issued by FCC May 
6, the 12 channels available for 
television in the “downstairs 
band” are juggled to reach 460 
markets, compared with the pres- 
ent 140. By reallocating the chan- 
nels, the commission would be 
able to license about 900 stations, 
compared with only 405 possible 
under existing patterns. 

Virtually all of the additional 
service is for small communities 
which have no television service 
under the 1945 allocation plans. 

Some of the most difficult is- 
sues were raised by applicants 
from 12 metropolitan areas which 
lose channels as a result of the 
shifts. Among the losers are Chi- 
cago, Boston, Cleveland, Colum- 
bus and Portland, Ore. 


American Network 
Promotes Fry and Ayres 


G. T. C. Fry, formerly eastern 
sales manager of American Broad- 
casting Company, has been named 
director of network radio sales. 
He has been with ABC since Janu- 
ary, 1942. : 

Charles Ayres, an ABC account 
executive, succeeds Mr. Fry as 
eastern sales manager. 


Agency Changes Name 
Van Auken & Ragland, Chicago 
agency, has changed its name to 
Van Auken, Ragland & Stevens. 
Byron F. Stevens has been a 
partner in the firm for some time. 


a * 


Aiways Dependable Quality and Service 


oe ee Se 
_ ENGRAVING COMPANY © 
208 S. STATE ST. _  — ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART -COPY-LAYOUT 
-  WONE COLUMN CUT OR A” 
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COMPLETE COLOR BOCKLET — 
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The Oregonian goes with the Oregon Market! 


Many a firm has discovered The Oregonian to be a 
real lifesaver when sent to the rescue of 


lagging sales. And no wonder! Informed 


All Oregon and 
Seven South- 
west Counties 
of Washington 


advertisers know that 1948’s most forceful medium 

covers the $2 billion Oregon Market like an 

1890 bathing suit. For nigh on to 100 years, 

The Oregonian has outdistanced all newspapers 

in the vast area it serves... leading in circulation, 
i . ees coverage, influence. Ride the waves to 

es Creppiee advertising success with The Oregonian! 

| ee ee In Grrculation: Daily & Sunday 


ei ay &¥ In Coverage: Family & Market 


In Influence: Editorial & Advertising 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Eldean, Giragi_ 
Buy Boettiger 


‘Arizona Times’ 


Puoenrx — Last week a group 
headed by Columbus P. Giragi 
and Fred A. Eldean bought the 
Arizona Times here from Anna 
Roosevelt Boettiger. 

Mr. Giragi is a veteran Arizona 
publisher, previously having 
owned the Holbrook Tribune- 
News, the Winslow Mail and the 
Coconino Sun. He will be editor 
and publisher of the Times under 
the new setup. 

In New York, a spokesman for 
Mr. Eldean said the public rela- 
tions man will not be active in the 
management of the newspaper. 
Mr. Eldean has maintained a 
winter home in Phoenix, and this 
is his first purchase of a medium. 

The Times began as a shopping 
newspaper, ‘headed by Mrs. Boet- 
tiger and John Boettiger, former 
publisher of the Seattle Post-In- 


telligencer. Only recently did she 
assume complete control. 

Mr. Giragi said the newspaper 
would have no particular political 
association, and an initial move 
was pruning 60 employes from the 
payroll. 

Besides Mr. Giragi and Mr. El- 
dean, AA was told that “two or 
three” other investors bought into 
the newspaper. Their names were 
not disclosed. 


Joins Windsor House 


Robert H. Seltzer, formerly in 
charge of sales for two subsidi- 
aries of Bristol-Myers Company, 
New York, has been appointed 
general sales manager of Windsor 
House, Los Angeles, maker of 
Kings Men toiletries for men. 


Appoints Wolff Agency 
Associated Food Stores Coop- 
erative of New York, operator of 
235 markets throughout Brooklyn, 
Queens and Long Island, has 
named Lester “L” Wolff, Inc., New 
York, to handle its advertising. 


Glenn Leaves Reynolds; 
Whitaker Succeeds Him 


J. W. Glenn has announced his 
retirement as president and a 
member of the board of directors 
of R. J. Reynolds Tobacco Com- 
pany, Winston-Salem, N. C. He 
has been with the company for 
about 44 years. 

John C. Whitaker, who has been 
with the company since 1913, a 
member of the board of directors 
since 1935 and a vice-president 
since 1937, has been elected presi- 
dent. 


Black to McGraw-Hill 


Fischer S. Black, assistant to 
the president of Potomac Electric 
Power Company, Washington, has 
been named editor of Electrical 
World, a McGraw-Hill publica- 
tion. ‘On July 15 Mr. Black will 
replace Acting Editor George C. 
Tenney, who continues as presi- 
dent of McGraw-Hill Company of 
California, vice-president of Mc~ 
Graw - Hill Publishing Company, 
New York, and editor and pub- 
lisher of Electrical West. 


Politz Cops AMA 
Award for 2nd 
Year in Row 


New Yorx—It looks as if the 
New York chapter of the Ameri- 
can Marketing Association and 
Alfred G. Politz are going steady. 

For the second consecutive year, 
the AMA selected Mr. Politz— 
who heads his own research com- 
pany—for the award signifying 
leadership in marketing. 

This year the AMA found two 
Politz projects award-worthy, a 
method of getting the “not-at- 
homes” into a sample without ex- 
pensive callbacks, and an audi- 
ence measurement of spot radio 
commercials. 

Last year Mr. Politz won the 
award for outstanding accomplish- 
ments in marketing for “develop- 


“The only argument he ever wins is that 
Solid Cincinnati reads The Cincinnati Enquirer ad 


FE LOC ERAT nT ORT mw a BO ONE Te se yore oes 


“RIGHT-DOWN-THE-MIDDLE” FACTS FOR SPACE BUYERS: 


© The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Raquie has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more duicsthclis Minctap 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


a ee) 


Advertising Age, July 5, 1948 
ing in various studies more sci- 
entific standards and better 


techniques in marketing research.” 
Winners of citations of merit 


were: 


W. K. Bowden, research director, 
Los Angeles Times, for a study and 
working sales analysis called “The 
County of Los Angeles’; Dr. Dorothy 
Brady, chief of cost of living division, 
Bureau of Labor Statistics, for the 
well-publicized “City Worker’s Family 
Budget”; William G. Hobson, general 
sales ma&nager, Hearst Advertising 
Service, “Sales Operating Controls for 
9 Major Markets,” and Vernon H. 
Jones, manager, Store Planning and 
Merchandising Laboratories, Goodyear 
Tire & Rubber Company, Akron, for 
“Coordinated Merchandising —A New 
Concept in Manufacturer-Retailer 
Teamwork.” 


Subjects Are Varied 


Also, Warren W. Leigh, head of the 
Department of Commerce, University 
of Akron, for a study on “Automobile 
Tire Replacement Sales by Distribu- 
tion Channels’; Victor H. Pelz, man- 
aging director of the Traffic Audit Bu- 
reau, New York, for “Methods of 
Evaluating Outdoor Advertising” ; John 
C. Spurr, director of research, McGraw- 
Hill Publishing Company, New York, 
for “McGraw-Hill Census of Manufac- 
turing Plants, 1947,” and Matilda 
White, partner, Market Research Com- 
pany of America, New York, for “The 
Chronolog Index: A Marketing Serv- 
ice.” 


Franklin R. Cawl, Kudner 
Agency, chairman of the awards 
committee, told the group that the 
terms of the awards are some- 
times limiting; entrants must 
come from the continental U. S., 
their findings must be available to 
all marketers, and the amount of 
individual enterprise and effort 
determines awards, not the mag- 
nitude of the job. 


SHREVE SEES SELLING 
AS NATION’S NEED 


New Yorx—“America, the land 
of opportunity, now holds out op- 
portunity for leadership to the 
salesman,” Earl O. Shreve, presi- 
dent of the U. S. Chamber of 
Commerce, told the New York 
chapter of the American Market- 
ing Association last week. 

As the principal speaker at the 
chapter’s annual awards in mar- 
keting session, he added, “I be- 
lieve America has the genius of 
salesmanship to match its unex- 
celled genius for production.” 

As Mr. Shreve, for many years 
a General Electric Company vice- 
president, sees it, American busi- 
ness “freed of OPA and other gov- 
ernment controls” has proved its 
power—to the point where its out- 
put now requires vigorous selling 


in many lines. Thus “once again, 


after these years of easy selling, 
the call goes out for salesmen.” 


Gillette Backs All-Star 


Gillette Safety Razor Corpora- 
tion, New York, will carry the 
All-Star baseball game July 13 
over the full Mutual network, 
through Maxon, Inc. The classic, 
from Sportsman’s Park, St. Louis, 
also will be aired on 42 Canadian 
stations, and a Spanish broadcast 
may be beamed to Latin Ameri- 
ean countries. 


Signs Up ‘Better Half’ 

Volupte, Inc., New York, manu- 
facturer of compacts and cigaret 
cases, has signed with Mutual 
Broadcasting System for sponsor- 
ship of “Better Half,” audience 
participation show, starting Sept. 
16. The program will be aired 
Thursdays at 8:30 p.m. EST. 
Hirshon-Garfield, New York, is 
the agency. 


ABC Signs Lorillard 

P. Lorillard Company, New 
York, which sponsors the last 
quarter hour of “Stop the Music” 
on ABC through Lennen & Mit- 
chell, has signed for the opening 
15 minutes until Aug. 29, when 
Smith Brothers takes over as 
backer of this portion. 


Joins Olmsted & Foley 

Eleanor Combs Halderman, for- 
merly with the National Associa- 
tion of Food Chains, has joined 
Olmsted & Foley, Minneapolis 
agency, as director of its home 
economics department. 


Tinker Loe 
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B. R. DONALDSON 


DIRECTOR OF ADVERTISING 


SAYS 


) 


WITH FORD MOTOR COMPANY 
ADVERTISING READ 
ADVERTISING AGE 


REGULARLY... 


... We have come to regard it as the 


news publication of our profession—an 


preter of trends and an interesting com- 
mentator on advertising’s passing show. 


We keep back files and refer to them 


frequently.”’ 


tA 


-- we 
mp 


| ‘ALL OF US CONNECTED: 


alert reporter of events, a fair inter- 


eS 


B. R. DONALDSON 


Ben R. Donaldson has been with the Ford Motor Company 

since 1919. He is a native of Eaton County, Michigan, 

attended Western Michigan College of Education at Kalamazoo, 
taught school for three years. He was in the U.S. Civil Service for a time 
as clerk in charge of Detroit Terminal Railway Post Office. 


Mr. Donaldson came with the Ford Motor Company as head of the 
mailing department of the Dearborn Independent. Later became an 
associate editor; also editor of Ford Motor Company plant publications. 
He handled the programs for the Ford Motor Company commercial 
Station WWI, which was the second oldest commercial station in 

the country. He was one of the earliest commercial radio announcers. 


In 1927 he took over the Fordson Tractor advertising. 

With the discontinuance of the tractor manufacture in this country, 
Mr. Donaldson was made Export Advertising Manager. He handled 
export advertising for ten years or more, during which time he 

made extensive trips throughout Latin America and Europe, 

organizing and coordinating the activities in these various fields. During 
that period he also supervised the Ford Motor Company 

truck advertising. 


During the war Mr. Donaldson had charge of the writing of the History 
of the Ford Motor Company’s War Effort, a voluminous project 

of more than a half million words. Early in 1945 he was 

appointed Director of Advertising of the Ford Motor Company. 


He is a member of the Dearborn Country Club, Adcraft Club 

and Detroit Athletic Club, and presently Chairman of the Association 

of National Advertisers Magazine Committee. He is interested in 
photography and book collecting and has a notable collection of bibles, 
including many rare early editions. 

He lives in Dearborn, is married and has two sons— 

Wilbur M., who is a Ford dealer in Bryan, Ohio, 

and David D., who is a doctor of medicine. 
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Le Sieur Promoted 


Howard Le Sieur, assistant di- 
rector of publicity and advertis- 
ing for United Artists Corpora- 
tion, New York, has been pro- 
moted to director of the depart- 
ment. He succeeds Paul N. Laz- 
arus Jr., who has been named ex- 
ecutive assistant to the president, 
Gradwell L. Sears. Mr. Le Sieur 
joined the company in 1933. 


Appoints Hudson 

N. C. Hudson, formerly associate 
editor of Traffic World, has been 
named editor - in - chief of Trans- 
portation Supply News, Chicago. 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
isers with keen human-interest stories 


_. their products. Popular, interesting, 


ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Iii. 
Phone RAV. 9010 


Louis, Walcott 
Set Video Record 


New Yorx—The Joe Louis-Joe 
Walcott championship bout didn’t 
break any records for the num- 
ber of punches landed, but it set 
a new h as a television attrac- 
tion. ‘ 

A special C. E. Hooper, Inc., 
study of the Gillette-sponsored 


-/event gave it a New York tele- 


rating of 86.6. This tops radio’s 
best rating—a score of 79.0 for 
President Roosevelt’s war message 
on Dec. 9, 1941. The nationwide 
radio rating was less impressive 
—59.3. The broadcast was car- 
ried by ABC; the telecast by NBC. 
The second Louis-Conn battle on 
ABC rated 67.8. 

Other record shattering statis- 
tics, according to Mr. Hooper: 

1. Some 89% of the television 
sets were in use, the highest total 


ever recorded by Hooper on radio 
or television. 

2. Some 99.7% of the combina- 
tion of those looking and listening 
were tuned to WNBT, although 
three New York television and all 
New York radio stations were on 
the air at the time. 

3. An average of 12 persons per 
set were looking at WNBT—seven 
men, four women and one child, 
who probably should have been 
in bed. 


To Ewell & Thurber 


U. S. Process Corporation, New 
York, maker of sanitized bacterio- 
static processes for shoe and tex- 
tile industries, has appointed the 
New York office of Ewell & Thur- 
ber Associates to handle its ad- 
vertising. Consumer advertising 
will be launched in selected test 
markets in August for a new 
home-use package. Newspapers 
and radio will be used. 


Jessop Names Rackley 

Frank B. Rackley, formerly 
head of stainless steel sales in the 
western area for Carnegie-Illinois 
Steel Corporation, has been 
named general manager of sales 
of Jessop Steel Company, Wash- 
ington, Pa., succeeding T. W. Pen- 
nington, formerly vice-president 
of Jessop, who has resigned. 


Meredith Backs TV 


Meredith Publishing Company, 
Des Moines, has joined with the 
Champlain Valley Broadcasting 
Corporation of Albany, N. Y., in 
organizing a new video station to 
serve the Albany-Troy-Schenec- 
tady area under the name of 
Meredith Champlain Television 
Corporation. 


To Bozell & Jacobs 


Bozell & Jacobs, Chicago, has 
been appointed to handle the ad- 
vertising of National Drug Lab- 
oratories, Inc. 


WSIX paves the way 
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WSIX gives you all three: Market, Coverage, Economy 


outlets via WSIX 


sales. 


= ... And WSIX-FM © 71,000 W © 97.5 MC 


REFINER of gasolines and oils paves 
the way to his scores of filling station 


this nationwide distributor has used a strip 
of programs totaling 3!/ hours a week... 
Such a record of renewal is repeated by a 
long list of national, regional and local spon- 
sors. They count on WSIX for sales cover- 
age of Nashville's rich 51-county retail trade 
area. Ask your nearest Katz representative 
about the ways WSIX may help with your 


ABC AFFILIATE 
5000 W @ 980 KC 


National Representative 


THE KATZ AGENCY, Inc. 


. . . For over five years 


ranmman ut fle, Biey + Felt 
SMELLS GOOD—Stix, Baer & Fuller's 
use of scented ink for this Bombi per- 
fume ad, a black-and-white page in 
the St. Louis Star-Times, won a lot of 
attention because of the remarkable 
accuracy and lasting quality of the 
ink-perfuming job accomplished by the 
paper. 


Central Registry, 
Audience Study 
Occupy NAMP 


New Yorkr—Members of the 
National Association of Magazine 
Publishers, gathering at the West- 
chester Country Club, Rye, N. Y., 
for their annual summer meet- 
ing, were told that the past 18 
months have seen more progress 
in the association’s central reg- 
istry bureau (which keeps track 
of circulation teams) than in the 
past seven years. 

The group received a factual 
review of the postal situation, 
along with notice that the matter 
of raising second class postage 
rates cannot be regarded as per- 
manently closed. 

Frank Braucher, Periodical 
Publishers Association, explained 
the significance of the National 
Magazine Audience Survey, and 
W. H. Mullen, director of the 
Magazine Advertising Bureau, 
which sponsored the study, traced 
its findings in a slide talk. 

The association also heard ten- 
tative plans for its fall meeting, 
Sept. 13-14, at the Essex & Sussex, 
Spring Lake, N. J. A feature, not 
previously included in NAMP 
meetings, may be workshop ses- 
sions on a third day, Sept. 15. 
This plan is now under discus- 
sion, and if established would have 
clinics on production, circulation 
and paper. John W. McPherrin, 
editor of American Druggist, is 
chairman of the committee plan- 
ning the Spring Lake program. 


‘Sport Life’ Launched; 
to Become Monthly 


Magazine Management Com- 
pany, New York, publisher of 
Marvel Comics Group, Miss 
America and other magazines, has 
launched Sport Life, a bi-monthly 
pictorial fan magazine, with initial 
circulation guarantee of 250,000. 
The September issue has just gone 
on sale. 

Martin Goodman, publisher, ex- 
pects to put Sport Life on a 
monthly basis soon. Bruce Jacobs, 
formerly of Sport and the New 
York World Telegram, is editor, 
and Sanford Schwarz advertising 
director. 


To Woodard & Fris 


Woodard & Fris, Inc., Albany, 
N. Y., has been named to direct 
the advertising of Dobler Brewing 
Company and New York State 
Nurses Association, both in Al- 
bany. 


Avondale Names Ayer 
Avondale Mills, Sylacauga, Ala., 


yarns, has switched its advertis- 
ing account from John A. Cairns 


& Co. to N. W. Ayer & Son. 


manufacturer of cotton fabrics and . 
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Too Eeger Exec 
requently Fails, 
Survey Indicates 


Cuicaco — The business execu- 
tive who channels all his energies 
into his work frequently is 
doomed to “failure,” according to 
a survey of traits exhibited by 
unsuccessful and successful ex- 
ecutives, recently completed by 
Social Research, Inc., here. 

The organization examined 473 
persons, in 14 firms, over a two- 
year period, and applied three 
techniques to achieve its results: 
the thematic apperception test 
(cards with pictures, which re- 
spondents “interpret”), directed 
interviews and free association 
interviews. 

The overemphasis on work, one 
of the 
characteristic of “failures,” ap- 
pears to result in a very unbal- 
anced situation, in which the ex- 
ecutive becomes hyper-sensitive 
to any frustration experienced in 
the course of his daily routine. 

Other characteristics usually ex- 
hibited by executives who have 
failed include: aj preoccupation 
with detail; neglett of responsi- 
bility; an unconscious desire to 
do something else (mobility); a 
desire to be someone else; intol- 
erance of routine tasks; an inabil- 
ity to make room for other 
people; resistance to authority; 
and arrogance with subordinates. 


Self-Destruction Sought 


Also, a set of prejudices which 
interfere with judgment (fre- 
quently a suspicion that he is be- 
ing “knifed”); a seeming desire 
“to kill himself with work,” often 
the result of unsuccessful compe- 
tition with older brothers as a 
child; and extraordinary sensitiv- 
ity to real or imaginary short- 
comings, which may border on 
paranoia. 

The characteristics of the suc- 
cessful executive, as previously 
described by Social Research, in- 
clude: the irrevocable shattering 
of parental ties (the man who has 
left home); a desire for achieve- 
ment; acceptance of authority; a 
zeal for material rewards, achieve- 
ment and prestige, in that order; 
organizational ability; decisive- 
ness; firmness bordering on the 
stubborn, and an ability to get 
what is wanted from someone 
else. 


Also, a yearning for activity 


and aggressive behavior; the abil- |. 


ity to overcome a sense of frus- 
tration resulting from mistakes; 
realistic as opposed to “idealism”; 
and a feeling of cooperative team- 
work with peers, but almost no 
personal interest in subordinates, 
who are viewed as “doers of 
work,” rather than as people. 


Names Van Diver 


Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Thermodyne Corpora- 
tion, exclusive distributor of Car- 
res a! conditioning in New York. 

selective (spot) campaign over 
WABD, DuMont station, has been 
launched and will run throughout 
the summer. Newspaper ads will 
supplement this program. 


Sheerr to Waters 

Sheerr Brothers, Philadelphia, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
advertising for Hairvas, inter- 
facing canvas for men’s outer ap- 
parel. 


‘Sun’ Names Witmer 

Wallace Witmer Company -has 
been appointed national advertis- 
ing representative of the Daily 
Sun, Maerinewn, Dune Tenn. 


‘Countryman’ Mc Moves 

Canadian Countryman, Toronto, 
has moved its offices to the Mac- 
Lean —_— 347 Adelaide St. 


more unexpected traits} - 


Dunshee Adds Duties 

Kenneth H. Dunshee, public re- 
lations director of the Home In- 
surance Company, New York, has 
been appointed to the additional 
post of assistant secretary. - 


Dunrite to Madison 

Dunrite Sportswear Company, 
New York, maker of boys’ slacks, 
has appointed Madison Advertis- 
ing Company, New York, to 
handle its advertising. 


Swiger Resigns 

C. W. Swiger, formerly copy- 
writer for Bergen LaGrange Ad- 
vertising, Indianapolis, has _ re- 
signed to do free-lance work, with 
headquarters in that city. 


Carter Promoted 


Sydney Carter, sales promotion | ; : 


manager, has been named adver- 
tising and public relations man- 
ager of Luscombe Airplane Cor- 


-| poration, Dallas. 
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20 years of dignified, reliable service. 
; (EERE SS Soe! 5 


LETTERS, BULLETINS and DIRECT MAIL 
: MATTER—WRITTEN, PRODUCED, 
PACKAGE.B ADDRESSOGRAPHED & MAILED 


Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 


Louise Storz, Letter Counsel. Alma Underweed, Pred. Mer. 


No unmixed blessing was the horseless car- 
riage of half a century ago. Drive twenty miles 
and you would have to cope with a chronically 


steaming motor; flat tires, at least one mysteri- 
ous breakdown, to say nothing of the best 
efforts of the local and vocal roadside gagsters 
as you attempted repairs. + 


Car owners today—all of us in fact—owe a 
debt to the automotive pioneers. No industry 


has contributed more to that American way of 
life which brings so much good to so many. 


In putting America on wheels, paper played 
no small part. What with the plans and specifi- 


cations that make the cars . 


.. the advertising 


and literature that help sell them. Think of the 


road maps, the instructions for operating and 
servicing that keep them rolling. In 1898, the 


year International Paper Company was founded, 


INTERNATIONAL PAPERS - 


West. 


- AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 
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“Hey, Mister...GET A HORSE!” 


these uses for paper did not exist! 

For 50 years, we paper makers have met and 
welcomed the growing demand for more. and 
better paper. So here’s to the next 50 years— 
and paper’s contribution to it! 


International Paper Company, 220 East 42nd 
sored New York 17, N. Y. 
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A report on the new 


1948 Magazine Audience - 


Group Study 


Every advertiser should know 


about the significant changes in magazine audiences 


revealed by this study, just released 


ACTUAL COST of reaching consumers through 

the advertising pages of a magazine can be 

measured only when you know that magazine’s total 
audience. 


Circulation figures do not tell the whole story, because 
some magazines have more readers per copy than others. 
Two magazines which have equal circulation, for example, 
may vary considerably in size of total audience. 

To meet the need for factual, accurate data on magazine 
audiences, the Magazine Audience Group studies were 
organized ten years ago. 

Since that time, reports under the direction of this 
Group have been issued every year by various magazines, 
notably Life and LOOK. This year, a combined report 
known as the 1948 Magazine Audience Group Study, is 
being issued on 4 leading magazines—Collier’s, Life, LOOK 


and Saturday Evening Post. 


Some Facts About the Study 


The Magazine Audience Group consists of 7 of the nation’s 
leading research authorities, including the directors of 3 
national polls and experts in marketing, population trends 
and statistical analysis. All field work is done by one of 
America’s largest and best-known research organizations. 

The study is based on careful interviewing of a nation- 
wide sample which represents the entire nation geographi- 
cally, in degree of urbanization and income levels. Through 
continual refinement and development, this study has come 
to be accepted generally as the most advanced method of 
determining audiences yet devised. 

Findings of the study include total audience figures, and 
analyses of those audiences in composition and character 
—men and women readers, age groups and income classi- 
fications. : 
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Total Magazine Audiences 


In the new report, just released, these are the standings 
of LOOK and the three leading weekly magazines, as com- 


pared with last year: Pee pesto 
Life 27,572,000 26,000,000 
LOOK 17,439,000 15,650,000 
Post 15,702,000 13,750,000 
Collier’s 10,341,000 11,100,000 


Total Audience by Sex 


1948 Male 1947 


Life 14,892,000 13,350,000 
LOOK 9,090,000 7,858,000 
Post 8,314,000 7,550,000 
Collier’s 4,887,000 5,900,000 
1948 Female ‘1947 
Life 12,680,000 12,650,000 
LOOK 8,349,000 7,792,000 
Post. 7,388,000 6,200,000 
Collier’s 5,454,000 5,200,000 
Total Audiences, 


Top 60% Economic Level 


LOOK now has 11,998,000 readers in the top 60% economic 
’ Jevel, second largest among weekly magazines. 


1948 1947 
Life 20,513,000 20,300,000 
LOOK 11,998,000 11,550,000 
Post 11,792,000 10,950,000 
Collier’s . 7,539,000 8,600,000 


Total Readers per Advertising Dollar 


In readers per dollar*, LOOK leads all of the publications 
studied: 


1948 1947 . 
LOOK 2,180 1,956 
Life 1,661 1,566 
Post 1,402 1,228 
Collier’s 1,293 1,388 


*The Magazine Audience Group limits itself to basic 
audience figures. To provide advertisers with compara- 
tive costs, LOOK has applied the latest audience figures 
against advertising rates for black and white pages. 


WRITE FOR COMPLETE DETAILS . . . of the 1948 Magazine . 
Audience Group Study, available to advertisers or their agencies 
on request. Write to LOOK, 511 Fifth Avenue, New York City. 


‘amples: 


Use of Magazines in Combination 


Because it offers the greatest number of readers per dollar, 
LOOK is the logical choice for advertisers who use only 
one magazine. 

For advertisers who use magazines in combination, here 
are some significant new facts based on the 1948 audience 
figures. In any combination of 2, 3 or 4 weekly magazines, 
the combination with LOOK will provide the lowest cost 
per thousand in adding new, or unduplicated readers (read- 
ers of both magazines counted only once ). The cost of other 
combinations is 25% to 84% higher than the corresponding 
combination with LOOK, as shown by the following ex- 


Total 
unduplicated Added readers and 
When you add = audienceis __ their cost per thousand 


Post to Life | 35,805,000 caiae 

LOOK to Life | 36,720,000 ey ——” 
mele. | omen | Conan 
120, | exeziam | Oko 


1948 


Piet. GROUP sruoy 


TOTAL MAGAZINE AUDIENCES 


Collier's Life Look Post 


THE MAGAZINE AUDIENCE GROUP 
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Advertising in Politics 


To those numerous admen who 
have insisted that advertising 
methods and techniques might be 
put to effective use in the political 
arena, and who at the same time 
have deplored the fact that so 
little use of these techniques has 
been made, the comment of Mil- 
burn P. Akers, political editor of 
the Chicago Sun-Times, will come 
as a serious shock. 

“Each succeeding convention 
becomes more _ synthetic,” Mr. 
Akers laments. “Each succeeding 
campaign more nearly approxi- 
mates those designed by smart ad- 
vertising agencies to peddle soap 
or cigarets. 

“Time was, and not so long ago, 
when a man had to have some- 
thing other than a thin veneer on 
the ball, when what he thought 
(without the help of a research 
staff), what he said (without the 
aid of experts in public opinion 
reaction) and what he did (with- 
out the stage management of high 
powered public relations men) de- 


termined, to some extent, his 
standing. 
“But today ... the buildup is 


the thing. And for that you need 
only the funds, the publicity-ad- 
vertising counsel and the person- 
able young man of photogenic 
qualities. .. 

“Of course, others may be doing 
likewise. But then the game goes 
to the better advertising agency. 


That’s the chance you take: the 
same chance as taken by manu- 
facturers of two competing lines 
of soap chips. So, in shopping 
around for advertising counsel, as- 
certain whether they specialize in 
aldermen, congressmen, or presi- 
dents. 

“Smart political reporters... 
seeking to anticipate national con- 
vention results, attempting to 
know what is going on, will make 
the offices of advertising agencies 
and sharp public relations coun- 
sel their beat.” 

Either Mr. Akers is an excep- 
tionally shrewd observer, having 
spotted a state of affairs thus far 
invisible to the average adman, or 
he has drawn a bit of a long bow 
in his analysis of the importance 
of the advertising method, in or 
out of politics. 

Advertising — and public rela- 
tions—are good and important 
tools, Mr. Akers, but they do not 
classify as miracle-producers. We 
believe that advertising and pub- 
lic relations men and techniques 
have something to contribute to 
the political scene, and we hope 
that the men and the methods are 
used more as time goes on. 

But, in politics as in merchan- 
dising, advertising or public rela- 
tions won’t do a job alone. You’ve 
still got to have a product that a 
substantial number of people 


want. 


Those Postwar Miracles 


It is a strange and sobering 
commentary on the times that the 
only merchandising miracles of 
the postwar world which have 
thus far come to flower are two 
very ordinary and simple prepara- 
tions—one for curling human hair, 
and one for getting grime off glass. 
They have come, not from the 
laboratories of the giant com- 
panies which “control” American 
business, but from unknown 
places where bank accounts are 
measured in hundreds, rather 
than millions of dollars. 

Of all the host of Buck Rogers 
developments which were so glori- 
ously extolled during ‘the war, 
only one—television—gives cur- 
rent promise of radically changing 
merchandising trends and meth- 
ods of living. And television is a 
prewar, not a postwar miracle. 

The sensational merchandising, 
advertising and selling successes 
of the postwar years have re- 


volved around simple, almost un- 
important things— Toni perma- 
nent wave, Gold Seal Glass Wax, 
Max Twentier’s service insignia 
rings. 

The Buck Rogers developments 
will be coming along, in time. 
Some of them have already made 
long strides, and many of them 
have made important contribu- 
tions in specialized fields. Yet it 
is true that from the merchandis- 
ing man’s standpoint, nothing yet 
has come over the horizon which 
equals the success of Toni or Gold 
Seal. 

The world doesn’t seem to have 
changed so drastically after all. 
There is still room for a new prod- 
uct or a new adaptation in almost 
any field. Using intelligent mer- 
chandising and promotion, and 
plenty of good, hard work, it is 
still possible to take such a prod- 
uct and run it from a shoestring 


to a fortune. 


"A couple of women have their eyes glued to your keyhole, Dr. Gallup. They 


say they are gavestigators for the American Institute 


of Private Opinion.” 


Treachery 

Recently our favorite family 
newspaper has been full of ques- 
tionings about the value of con- 
ventions. 

This is absurd. 

‘Conventions are certainly valu- 
able. In the first place, where 
else can a man hear a phrase like 
“the seller’s market is gone; the 
days of competitive selling are at 
hand” repeated 20 times by 10 
speakers? Where else can the 
tired business man go, to huddle 
over the dreary duck and chew 
the fat with his competitors, mean- 
time listening to so many cliches? 

There seem to be some cynics 
who think conventions ought to be 
places where mutual information 
is pooled for the good of the mem- 
bers; where brass-tacks talk 
brings out new marketing strat- 
egy, and casts a different light on 
common problems. 

This is slander. 

A good convention: has a com- 
pliant hotel, plenty of extra-cur- 
ricular activities for the conven- 
tioneers, and a couple of name 
speakers, well-informed on mat- 
ters of no interest to the conven- 
tion. 

If you think it doesn’t do sales- 
man Joe Bloke from Petunia, 
Wis., a heap of good to travel to 
El Tovar and hear the Arizona 
commissioner on internal affairs 
discuss the sex life of the, Japa- 
nese beetle, you’d better be care- 
ful, bub. 

If you think it would be nice 
to get some sharp statistics about 


the current trend in your business 


instead of pep talks that went out 
with Rockne and some sweet 
hand-blown philosophy from an 
itinerant congressman, you’re un- 
der suspicion. 

If you’re mulling the possibility 
of telling the boss that most of 
these meetings are a lot of hay, 
and the dough could be better 
spent on a new water cooler or a 
20-Year Club picnic, belay that 
mutinous talk. 

You’ve got to figure that no 
meeting with so much talk about 
the American way can really be a 
waste of time. You’ve got to fig- 
ure that you’ll make some good 
contacts on this trip; if the meet- 
ings are lousy, you meet so many 
people in the bar. 

The inescapable conclusion of 
attending the average convention 
is that somewhere there are busi- 
nesses making a potful of dough. 
That isn’t scrip the carefree kids 
are throwing across the bar. 

You hear a couple of new jokes 
and the different food intrigues 
you, even if you become as bilious 


in Boston as you were in Peoria. 


And if that lost feeling you get 
when someone asks you “how was 
the convention?” bothers you, re- 
member—“the seller’s market is 
gone; the days of competitive sell- 
ing are at hand, etc., etc., etc. . .” 


Hey, Figaro! 

One of our sybaritic friends 
who has actually seen an opera 
was recently much interested by 
WQXR’s release which showed the 
25 most popular operas. The list 
was determined by an opera poll 
by the station, asking its listeners 
what they wanted to hear. 

Herewith the list, in order of 
preference: Carmen, Don Gio- 
vanni, La Traviata, Tristan und 
Isolde, Aida, LaBoheme, Die 
Meistersinger, Faust, Marriage of 
Figaro, Madame Butterfly, Magic 
Flute, Die Rosenkavalier, Die Wal- 
kure, Die Gotterdammerung, Bar- 
ber of Seville, Rigoletto, Boris 
Godunov, La Tosca, Lohengrin, 
Otello, Il Trovatore, Tannhauser, 
Siegfried, Parsifal, Cavalleria 
Rusticana. 

Our old favorites, the Barber 
and Rigoletto, batted 15th and 16th 
respectively. Wagner was top 
composer, with eight on the list; 
Verdi had five, Mozart and Puc- 
cini, three. 


Where Ya Been? 

The Norito Company makes 
proprietaries in Chicago. It has a 
new gimmick, a welcome mat 
which says, “Welcome, advertis- 
ing men.” Its president, I. R. F. 
(Out in the open, above the fold) 
Spiegel, mailed a letter to repre- 
sentatives inviting them in. 

Competition is back, said Mr. 
Spiegel, leave us see you boys 
more often. I know you’ve been 
troubled with space shortages, and 
rationing and. yackety-ackety but 
“Come home—all is forgiven. Re- 
member, I’m always ready to 
listen to you and don’t forget— 
you’re always welcome at Norito.” 


Into the Act 

It may have escaped Calvert’s 
attention that a full page Red 
Heart ad in Chain Store Age re- 
ports that “Lassie has switched to 
NBC.” The copy says that “Now 
M-G-M star Lassie is telling more 
people than ever before about Red 
Heart 3-Flavor Dog Food.” This 
we must hear. 


Jottings 

You can now buy (from Eich- 
enbaum Umbrella Company, New 
York) a vinylite umbrella which 
lets you see where you’re going. . 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AcE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
Ace, 100 E. Ohio St., Chicago 11. 


No. 3107. The Why and How of 
Business Paper Advertising. 

In this pocket size booklet, 
Stephen Goerl, of Stephen Goerl 
Associates, advertising and mer- 
chandising counsel, cites the im- 
portance of business paper adver- 
tising as a selling tool, and sets 
forth 10 basic rules to serve as 
a guide to advertisers in deter- 
mining .whether their present 
business paper advertising is on 
the right track. 


No. 3108. How to Sell the Armed 
Forces Retail Stores. 

Post Exchange & Ships Service 
Store, trade publication of the 
armed forces stores, has published 
this folder containing data on the 
stores in each branch of the serv- 
ice, with a spread of photographs 
showing what the postwar stores 
look like. 


No. 3109. How to Get Your Share 
of the American Market. 


This 20-page New York Times 


point of business men abroad, pre- 
senting the problems (and their 
possible solutions) of selling to the 
U. S. market. The study says that 
the financial, business and indus- 
trial center of the country takes in 
15 states inside a 500-mile radius 
of New. York City, and provides 
a detailed analysis of the Times’ 
circulation to show how it reaches 
American business leaders. 


No. 3110. Facts About Vacation 
Travel of Pathfinder Families. 


Pathfinder reports on vacation 
plans of Main Street families, in 
this booklet, which covers details 
of family group expenditures, 
choice of transportation and pre- 
ferred accommodations. Almost 
80% of the families who plan va- 
cations this year expect to “see 
America first,” the study shows. 


No. 3111. KLZ, Denver, Market 
Facts. 


Daytime and nighttime BMB 
coverage maps with accompany- 
ing market data tabulations are 
shown in this folder, issued by 
Station KLZ, Denver. Informa- 
tion is included about mining, 
manufacturing, agriculture and 
other industries, and about KLZ’s 
facilities and services. 


No. 3097. An Enumeration of Re- 
tail Outlets. 


This study, compiled by Dun & 
Bradstreet for Life, covers outlets 
in 14 lines of business in each 
state, in 594 U. S. markets and 185 
major U. S. cities. 


No. 3098. The Road and Street 
Contractor. 


Gillette Publishing Company, 
publisher of Roads & Streets, has 
issued this report containing facts 
about current highway construc- 
tion, types and cost; distribution 
of contracts by size; type of work 
handled by R&S contractor read- 
ers, and media circulation among 
contractors in the highway field. 


No. 3073. The Associated Busi- 
ness Papers. 

The ABP has published a book- 
let to report on what it is, what 
it stands for and how it serves ad- 
vertisers, agencies, member pub-| 
i and the business press as 


a whole. 
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THE FAMOUS SPERM WHALE, MOBY DICK, PAINTED BY ROBERT RIGGS, AUTHENTICATED BY NATURAL HISTORY AUTHORITIES. 


‘ 


When Moby Dick was a flop "~~ 


TWELVE YEARS before the publication of “Moby answer is simple. It was not written by Herman 
Dick,” another whale story was published. Melville. 


It had practically the same title. It had virtually When it comes to telling a sales story in print, 
the same subtitle. It had essentially the same plot. _you’II find other examples like that of “Moby Dick.” 


It was even about the same whale. For, many times, the difference between high or 
But it was a flop. low return per advertising dollar lies in the degree 
: Why didn’t it do as well as “Moby Dick”? The of skill with which the sales story is presented. 


YOUNG & RUBICAM, INC. apverrisinc 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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Esso Institutional 
Drive a Success, 
Gray Tells AA 


New York—Esso Standard Oil 
Company last week reported that 
its public relations campaign on 
employe benefits is a notable suc- 
After five of the ads had run, 
the company reports that it has 
attracted favorable interest among 
employes and the public,and com- 
mendations from newspapers and 
business papers. - 

Robert M. Gray, manager of 
advertising and sales promotion, 
told AA that the campaign had 
the following objectives: (1) to 
point out benefits of the free en- 
terprise system; (2) tell how the 
company’s policies have contrib- 
uted to 30 years of trouble-free 
labor relations} (3) show the: pub- 
lic—in a time of shortage—the 
good job being done by Esso’em- 


ployes; (4) recognize that product 


These convenient Kits are con- 
stant reminders of the service 
you perform or the product 
you manufacture .. . and they 
are so handy that your pros- 
pects, customers and workers 
will keep them. They contain 
useful tools for making repairs 
around the home, office, farm 
and automobile as well as 
model building and hobby- 
crafting. Tools are of high- 
grade alloy steel. Handles are 
of bright red, durable plastic. 
All tools are housed in the 
hollow handle for convenience 
—and individually packed for 
use as a gift. Handles can be 
imprinted . . . with your name 
or trade mark . . . at nominal 
cost. For complete information 
. « « write for descriptive litera- 
ture. 


Over 44 Years in Business 


STANDARD PRESSED STEEL CO. 
JENRINTOWN, PA so. @y 


advertising in the oil business has 
low interest, and bring in a topic 
of broader interest. 

Last fall in New Jersey the com- 
pany tested the ads, found that 
55% of the readers saw them, and 
51.5% identified the company cor- 
rectly. 

The campaign is currently run- 
ning in 18 states and the District 
of Columbia, utilizing monthly ads 
in 750 newspapers, supported by 
the “Esso Reporter” show on 42 


stations, and supplemented by 
company publications, bulletin 
board displays and distribution of 
advertising material throughout 
the organization. 
McCann-Erickson is the agency. 


To Campbell-Mithun 
Ralph M. Zeuthen, formerly as- 
sistant director of publicity for 
Northwest Airlines, has joined 
Campbell-Mithun, Minneapolis, as 
an associate account executive. 


Two Name Franklin 
Franklin Advertising Service, 
Boston, has been named to di- 
rect the advertising of Commer- 
cial Dye Works, Boston, and the 
industrial advertising of Allicraft 
Mfg. Company. 
Becomes Cox Partner 
Theron Brown, formerly sales 
promotion manager of Lance, Inc., 
Charlotte, N. C., has become a 
partner in Mitchell Cox Associ- 
ates, Charlotte. 


Advertising Age, July 5, 1948 


Names Critchfield 


Critchfield & Co., Chicago, has 
been appointed to handle the ad- 
vertising of Western Felt Works, 
Chicago. The appointment also in- 
cludes the company’s Acadia Prod- 
ucts division, which produces syn- 
thetic rubber and plastics. 


Toronto B&B Moves 
The Toronto office of Benton & 
Bowles has been moved to larger 


quarters in the Strand building, 
91 Yonge St. 


-“FEATHER-BEDDING ~— 


is a real threat to 
full employment! 


THE IRON AGE » HARDWARE AGE » DEPARTMENT STORE ECONOMIST + BOOT AND SHOE RECORDER * MOTOR AGE 
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Trumbull Narties Dixey 


Trumbull Electric Mfg. Com- 
pany, Plainville, Conn., a G-E af- 
filiate, has named’'W. B. Dixey III 
merchandising Manager. Mr. 
Dixey formerly was assistant ad- 
vertising manager of Locke, Inc. 


Toni Moves Offices 


Toni Company, manufacturer of 
Toni home permanent wave kits 
and Toni Creme shampoo, has 
moved to larger quarters in the 
“Merchandise Mart, Chicago. 


Lister Joins Simpson 


Ray D. Lister has joined the 
mail order advertising depart- 
ment of Robert Simpson Company 
Ltd., Toronto, as an executive. 
Recently he has been supervisor 
of sales publications with Im- 
perial Oil Ltd. 


McKinsey Shifts Lewis 
Malcolm E. Lewis, a consultant 
in marketing on the New York 


staff of McKinsey & Co., has been 
transferred to the Boston office. 


NRDGA Forms Visual 


Merchandising Group 


The National Retail Dry Goods 
Association, New York, has formed 
a visual merchandising group, 
headed by W. Arthur Gray of 
Lansburgh & Bro., Washington, to 
study better use of “display as a 
selling tool.” 

All retail display executives, 
universities, publications and 
others interested in display—ex- 
cept display manufacturers—are 
invited to join. 


Seven Stars to Wertheim 


Seven Stars Press, Philadelphia 
book publisher, has placed its ac- 
count with Wertheim Advertising 
Associates, Philadelphia and New 
York. A newspaper campaign 
will be started in the fall. 


Gets Plywood Account 

Hopcraft - Keller, Inc., Detroit, 
has been retained to handle the 
advertising of Plywood, Inc., De- 
troit, manufacturer and distribu- 
tor of plywood. 


— 


Any restriction of full production is a 
threat to full employment! ‘‘Feather- 
bedding”’ can prove to be the axe that cut 
short the life of the goose that laid the 
golden eggs! Here is feather-bedding in 
a few of its manifold forms: jobs artificially 
created . . . restrictions on the amount of 
work a man may do... prohibiting the 
use of labor-saving devices . . . demanding 
a full day’s pay for less than a full day’s 
work. Such practices can soon drive costs 
and prices up to the point where demand 
for a product or service drops off. Then 
the axe falls! Less work for more money 
can be a deadly boomerang! 


The men and women who are the general 
public are apt to be ignorant of ‘“‘feather- 
bedding” till it slaps them in the face—or 
pocketbook. Sometimes the glare of pub- 
licity exposes some form of ‘“‘feather- 
bedding” that's costing the public money. 


Certainly today nearly everyone knows. 


about “‘standby’”’ musicians. And more 
and more, as the price of housing soars, 
the public is becoming aware of what 
“feather-bedding’’ means to anyone in 
any income level who is looking for a home. 


The tale about the man who collects a full 
day’s pay for pushing a switch twice a 
day—once in the morning to start things 
going; once at night to shut things down— 
is too true to be funny. On all sides we see 
examples of “made” work that costs us 
priceless production. 


We, at Chilton, feel that we can no longer 
delay the fight against ‘‘feather-bedding”’ 
in any form—wasted talent and wasted 
time are too costly. When bigger earnings 
are really earned; then we shall be well 
on the road to creating more and more 
real jobs! 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


"100 East 42nd Street 
» New York 17, N. Y. 


¢ THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE ¢ AUTOMOTIVE INDUSTRIES 
¢ THE SPECTATOR PROPERTY INSURANCE REVIEW ¢ DISTRIBUTION AGE 
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PRINTING ESTIMATES, to the 
buying mind, seem to be rather 
mysterious conjectures bubbling 
up in the minds of equally mys- 
terious individuals who come up 
with unrelated tabulations total- 
ing a wrong price. 


The buyer calls in three printers 
—all equally equipped and capable 
of producing the ‘job—but the fig- 
ures show a wide spread of quota- 
tions. The buyer is mystified, but 
there really is no mystery. Occa- 
sionally, a price difference is due 
to the printer not properly inter- 
preting the customer’s conception 
of what the job should be. Per- 
haps the customer wants a better 
job than the low price printer 9. 
ured—or vice versa. 


Assuming that the press vais 
quoted by all three printers are 
identical, it could be that the 
higher quoter has figured a quality 
job. He, therefore, figures more 
hours of make-ready to assure the 
best possible presswork. Instead 
of running his presses at 1200 per 
hour, he will figure—again to as- 
sure quality—to run his presses at 
900 per hour and, as the job runs, 
he might stop his presses for fur- 
ther adjustments to maintain 
quality. 


Assuming that all three printers 
have identical equipment (which 
in itself is unusual), there might 
be a scheduling condition in the 
plant whereby the job must be 
figured for a press not econom- 
ically fitted to the job, making his 
figure higher. 


Inspection is another quality op- 
eration which, if the printed job 
is to make a favorable impression 
upon the recipient, must be fig- 
ured in the job. Only printers 
who recognize the importance and 
value of complete inspection of 
every sheet include this cost. 
Every prospect worthy of being 
on a mailing list is worthy of re- 


| ceiving the printed piece in per- 


fect printed condition — true to 
color without smudge or poor reg- 
ister. Manz inspections are relent- 
less, the standards of quality are 
high, and the cost of maintaining 
them justifies itself in the better 
results Manz customers obtain. 


Only in a plant where all im- 
portant operations are conducted 
under a single roof, under a single 
code of quality standards, and sin- 
gle responsibility, can the utmost 
in quality at the proper level of 
economy be maintained. 


May we send you a copy of a 
brochure we issued, which, to a 
limited degree, gives some idea of 
our facilities and qualifications? A 


Manz man will be glad to call to 
deliver our complete story. 


ny Size Job it 
a Mang Size Job 


MANZ 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 


Chicago 13, Illinois * 
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To O'Neil, Larson |General Tries Video 


American Merchandising Com- General Time Instruments Cor- 
pany, Montgomery, Ala., has! poration, Thomaston, Conn., out 
placed its advertising with O’Neil,| of radio for more than 10 years, 
Larson & McMahon, Chicago. is “testing” television with one- 

ee ‘minute announcements over 
Ramsdell Names Seifert WBKB, Chicago. Time for the 
Margaret G. Seifert, formerly 


film plugs, which feature Big Ben- 
Westclox and Seth Thomas clocks, 
with John Falkner Arndt & Co., 


was bought through Batten, Bar- 
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Rising Costs? 
Get More Ads, 
Says Robinson 


LANCASTER, Pa.—The only way 
to bridge the gap between rising 
newspaper costs and advertising 
rates is to increase the volume of 
advertising, according to William 
E. Robinson, vice-president and 
business manager of the New York 
Herald Tribune. 

Speaking before the Pennsyl- 
vania Newspaper Publishers As- 
sociation, at its advertising con- 
ference here, Mr. Robinson told 
the group that the elements of ex- 
pense are becoming less controll- 
able every day. 

“It’s going to be hard to lower 
wages,” he asserted, “even where 
there are open shops. The tend- 
ency is up, not down.” He added 
that it also is impossible to con- 
trol the price of supplies, and 
therefore advertising must be 
made to pay the bill. 

In order to do it, however, Mr. 
Robinson recommended that news- 
paper business managers learn to 
interpret circulation of a news- 
paper in terms of its potentiality 
in advertising, and to study the 
features to determine to what ex- 
tent they pre-sell goods. 


Space Incentive Plan 


In line with the general theme 
of the meeting, Clarence A. Smith, 
retail advertising manager of the 
Erie Times, described that paper’s 
incentive plan for retail space 
salesmen. 

The bonus is based on new busi- 
ness, volume, gains, number of 
calls and competition. Most im- 
portant valuation is placed on 
gains, which gets a value of 40 
points. Thus the beginner bene- 
fits, since every bit of business he 
brings in during his first year is 
an increase. 

Second highest value (30 points 
out of the possible 100) is put on 
total volume. The older man who 
has spent time and effort building 
up his accounts, and thus has a 
large volume, has an opportunity 
to benefit on this score. 

Third place in the monthly sales 
competition is given for the new 
business brought in by the sales- 
men. Fifteen points, or fraction 
thereof, go to the man who ob- 
tains an order from any account 
which has been inactive for 90 
days or more. 

The number of calls made dur- 
ing- the month receives a 10-point 
value, to compensate for time and 
effort expended in a string of un- 
productive calls. 


Bonus Money Calculated 


The fifth demarcation bracket, 
with the last five points, is com- 
petition—whether or not the in- 
dividual’s accounts run more lin- 
age in the Times or in competitive 
papers. 

Each month, the salesmen are 
given a list of their accounts and 
the linage used during the same 
month of the preceding year, from 
Media Records. Upon receipt of 
the report for the current month, 
comparable figures are  trans- 
ferred to each salesman’s report, 
and the accountant then deter- 
mines the percentages and the 
amount of bonus money each 
salesman is to receive. 

As to the success of the plan, 
Mr. Smith declares: “Our men are 
eager to jump to rake in the little 
stuff that comes over the counter 
or over the phone because they 
want first chance at a new ac- 
count... each tip on a new busi- 
hess opening is followed up... 
they’re out there fighting for all 
the business they can get for 
themselves, and strange as it may 


seem, they all find enough time to 
take care of their old accounts.” 


‘No Such Animal’ 


J. J. Maitland of the Pittsburgh 
Post-Gazette made some pungent 
comments on the subject of sales 
training programs for space sales- 
men. Said he: “There is no such 
animal.” As an alternative to an 
expensive training course he said: 
“If you want to train a man to sell 
advertising—let him sell advertis- 
ing.” 

There are a number of other re- 
quirements for a space salesman, 
however, Mr. Maitland said. 
Among them are a flair for copy; 
familiarity with the mechanics of 
advertising; a knowledge of price 
and style trends, and data on the 
market in which his advertisers 


are selling. 

He also suggested that advertis- 
ing managers assign accounts to 
salesmen with regard to their 
abilities; that sales meetings never 
be held unless there is something 
of interest to discuss; that sales- 
men be treated as adults, and that 
outside business reading on the 
part of salesmen be encouraged. 


Columbia Names Four 


Television Executives 

CBS, New York, has announced 
four major executive appoint- 
ments—all in newly created posi- 
tions—as a part of the network’s 
expanding television operations. 
They are: 

David Sutton, account executive 
in network sales, as CBS-T’V sales 
manager; Charles Matthew Un- 


derhill, production manager of 
the commercial department, RKO 
Pathe, as CBS-TV director of pro- 
grams; George L. Moskovics, com- 
mercial manager of WCBS-TV, 
New York, as manager of CBS- 
TV sales development, and Wor- 
thington C. Miner, CBS director 
of television, as CBS-TV manager 
of program development. 


DuMont Appoints 
Two Executives 


Humboldt J. Greig has resigned 
as assistant to the ABC vice- 
president in charge of sales to be- 
come sales manager of WABD, 
DuMont’s New York television 
station. Tony Kraber, formerly 
with the shortwave division of 
CBS, has been named program 
manager of the station. 

Mr. Greig, in the radio business 
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for 20 years, worked on such ac- 
counts as Procter & Gamble, 
Quaker Oats, Sterling Drug and 
General Foods while at ABC. Mr. 
Kraber’s experience at Columbia 
included acting and directing for 
television. 


Gordon & Mottern Moves 

Gordon & Mottern, New York 
agency, moved July 1 to 270 Park 
Ave. 


Only 20 Words 
That's all! Yet I get 
letters from all over 
Aimerica. Let me show 
you how powerful little 
ads can be! 


Box 7086, Advertising Age 
100 E. Ohio St., Chicago 11, III. 


National Biscult Ten? Knows 


NATIONAL BISCUIT COMPANY uses Spot Movie ads in 
theatres to sell high-quality NBC bread in selected cities. These 
films, which have been produced in color and have a running 
time of 60-seconds each, are like a short feature subject in the 
movie theatre's regular program. 


APPETIZING, GOLDEN-BROWN LOAVES of NBC bread are , 
shown coming fresh from the oven—a demonstration of quality 
and appetite appeal unsurpassed by any other advertising 
medium. Spot Movies sell through sight, sound, action and 
demonstration — get close to 100% attention! 


ASK MOVIE ADVERTISING BUREAU to arrange a screening for you of 
current Spot Movie ads for famous brands. Find out, too, how easy it is 
for advertisers and agencies to plan and buy a Spot Movie advertising 
campaign —nationally or in a test market. You'll find the answers in the 
Bureau's 16-PAGE STORY OF THE CONTINUING STUDY OF THEATRES 
FOR MOVIE ADVERTISING, Call or write for a copy of this booklet today. 


NBC SPOT MOVIES clearly demonstrate the product in use by 


explaining many tasty recipes. You'll find that with movie adver- 
tising you can reach the audiences of over 12,000 theatres (from 
a 17,900 total) —selecting theatres individually that meet your 
requirements. 


SPOT MOVIE ADS show movie audiences how a product 
appears at point of sale. Brand identification is unmistakable. 
Many advertisers report that spot movies have a favorable effect 
on dealers, That’s why window and counter displays often stay 
up longer when movie ads are run. 


th Ey 


ont MUrray Hill 6-37)7 
+ Phone ANDover 3022 


OHITED FILM SERVICE, INC.: KANSAS CITY ~ CHICAGO - CLEVELAND 
WOTION PICTORE ADY. SERVICE CO., INC. NEW ORLEANS « NEW TORK BIRMINGHAM. ATLANTA + MEMPHIS 


Representatives throughout the FF States 
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Mason Joins Roush 


Charles A. Mason, who formerly 
headed his own agency in Detroit, 
has been appointed account ex- 
ecutive of the L. W. Roush Com- 
pany, Louisville and Detroit. 


To Hirshon-Gartield 

Hirshon - Garfield, Boston, has 
been named to direct the advertis- 
ing of Redex Products, Inc., di- 
vision of American Muffler Com- 
pany, Boston. 


Macfadden Boasts 
Rising Sales, 
Lower Returns 


New Yorx—lIn the midst of a 
business seriously concerned with 
a “soft” ‘circulation market, Mac- 
fadden Publications was feeling 
as cocky as a Dewey man in Ohio. 

The July issue of “Macfadden 
Wholesaler” piped: “Drag up a 
chair, friends, put your towel 
back on the showerpipe, cuz Mac- 
fadden ain’t doing any weeping 
over sales—not when our line of 
nine titles shows a net increase 
of 172,000 newsstand copy sales 
this June over last June. That’s 
a right fine pickup of 4% in the 
face of a lotta moaning over sales 
slumps, some of them severe, in 
some houses. And our returns are 
a lovely low percentage, 4% less 
than the same period last year.” 

The house magazine went on to 
report that True Story had picked 
up 100,000 newsstand copies over 
last June. Macfadden notes that 
True Story is “our No. 1 and ID’s 
(Independent Distributor’s) No. 5 
magazine on newsstand sales.” 

The publisher commented: “We 
have bent over backwards to 
avoid excessive orders and have 


undoubtedly sacrificed a goodly 


number of sales to hold returns 
down.” 

How well it held returns down 
is shown in the case of Photoplay. 
For the first six months of 1948, 
here’s how Photoplay’s returns 
ran: January, 11%; February, 
10%; March, 7%; April, 8%; May, 
9%, and June, 9%. 


Bank Uses Video 

On June 25, the Security-First 
National Bank, Los Angeles, spon- 
sored what was believed to be the 
first commercial bank program on 
television. Carried on KTLA, the 
program consisted of an animated 
film on checking accounts which 
was made by Ray Patin, a for- 
mer Disney artist, under the su- 
pervision of Foote, Cone & Bel- 
ding. 


To Becker & Lush 


Florian Mfg. Company, Plants- 
ville, Conn., has named Becker & 
Lush, New Haven, to handle the 
advertising, promotion and mer- 
chandising of its new pinking 
shears, whose pinking principle is 
based on continuous, roll feed 
discs instead of blades. 


Gauley Named V.P. 

E. R. Gauley, managing direc- 
tor of Maclean-Hunter Ltd., Lon- 
don, England, has been named 
vice-president of Maclean-Hunter 


Publishing Corporation, Chicago. 


realistic barometer for 


Since the consumption of electric power is keyed 
to almost every phase of a State’s economy—homes, 
industry, agriculture, municipalities—it becomes a 


the measurement of growth. 


In 1947, the production of electric energy in the 
United States increased 10% over 1944. 

In Florida, combined utility and industrial 
production of electricity totaled 3,752,701,000 
kilowatt hours—an increase of 55.5% over 1944. 

Every day new evidence confirms the fact—the 
Florida market is a growing, year ‘round market. 

To reach more people and more pocketbooks in 
Florida—most effectively, and at lowest cost, use 
Florida’s three big morning dailies. 
from 20% to 100% family coverage in 45 of Flor- 


They give you 


ida’s 67 counties, with saturation coverage in its three 


major markets—Jacksonville, Miami and Tampa. 
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Use of the Word 


The use of the words “guaran- 
tee” or “guaranteed” in such 
phrases as, “Guaranteed forever,” 
“Find out why we can guarantee 
heat in every room,” “A piece of 
guaranteed stone from the origi- 
nal Blarney Castle,” “Satisfaction 
guaranteed,” are prohibited. These 
and similar advertising phrases 
are meaningless. The “guarantee” 
or “guaranteed” must be accom- 
panied by a clear statement of the 
obligation thus assumed by the 
advertiser by virtue of his guar- 
antee. 

“A guarantee is suggested of a 
contract and carries a meaning 
somewhat akin to warranty or 
representation. * * Ordinarily the 
word ‘guaranteed or warranted’ 
is incomplete unless it is used in 
connection with other explanatory 
words. To say a product is guar- 
anteed is meaningiess.” 

The usual cease and desist order 
of the Federal Trade Commission 
in relation to the use of this word 


Fifth of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


“GUARANTEE” 


in advertising restricts its use 
“along or in conjunction with any 
other word or words, to designate, 
describe or refer to a product or : 


otherwise represent directly or ein § 
s 


indirectly or by implication that®! 
such product is unconditional! y 
guaranteed. * * Nothing contained 
in the order, however, shall be 


construed as prohibiting the ad-Bstupy SA\ 
vertiser from representing truth-Ic. M. Basfé 
fully that the product is guaran-Jtary of the 
teed for life or other designated 
period of time * * provided the 
terms of such guarantee, includ- Self-I 
ing the amount of such charge, 
are clearly and specifically dis- Them 
closed in immediate conjunction 
with such representation.” for Sc 
The criticism of the customary 
use in advertising of this word is WASHIN« 
summarized by a comment offftives and 
officials mx 


Henry Adams: 
“No one means all he says andgiederal | 


McKesson Bails 
Out Northwest's 
Flooded Druggists 


BRIDGEPORT, CoNN.—W. E. Dew- 
ell, vice-president of McKesson & 
Robbins manufacturing division 
here, announced last week that 
the company will replace without 
charge all McKesson labeled mer- 
chandise lost by retail druggists 
during the recent floods in the 
Pacific Northwest. 

Company representatives have 
been instructed to assist retailers 
in taking inventory of company 
merchandise, destroying damaged 
stocks and entering replacement 
orders on the spot. Replacements 
will be made through the McKes- 
son division from which the orig- 
inal purchase was made and there 
will be no unnecessary red tape, 
Mr. Dewell promised. 

Where stores and stocks have 
been completely washed away, 
McKesson representatives will re- 
view the situation with store own- 
ers to make a fair estimate of 
loss. 


Interlandi Joins Shaw 


Phil Interlandi, formerly with 
Sherwood & Sherwood studios, has 
joined the art department of John 
W. Shaw Advertising, Chicago. 


Elects Taylor 


Lawrence H. Taylor, formerly 
director of research of the New 
York design firm of Lippincott & 
Margulies, has been elected a vice- 
president in charge of research. 


Ferriston to Mendte 

Ferriston Mills, Rahns, Pa., 
pastry mix and wheat mill prod- 
ucts, has appointed J. Robert 
Mendte, Inc., Philadelphia, to 
handle its advertising. 


yet very few say all they meanjesreed on 
for words are slippery and thoughtJinking bo 
is viscous.” maintenan 
em. 
. . Leon J. 
‘Spice Mill’ Sponsors rector of 
Food Package Contest [ld the r 


ozen age 
reasury 

bond prog 
ible vehicl 
acceptance 
ising Cou 


Katharine Fisher, director of the 
Good Housekeeping Institute; Dr 
Laurence V. Burton, executive di 
rector of the Packaging Institute 
and Benjamin Webster, industria 
designer, will select the Blue Rib 


bon winners in the 1948 Nationalfn the fre: 
Food Packaging Show, sponsored. carried 
by Spice Mill, New York. ‘ountry.” 
Deadline for entries at the Spic¢ Mr Sent 
Mill, 106 Water St., is July 23g |; . 
Judging will be in August. Wing"@'ely $1: 
ners will be shown at conventiong#°' the sec 
of National Coffee Association andptarted Ap. 
Tea Association of the Unitedfeffectivene: 
States. Entries should be for cof-fvertising fr 
fee, tea, flavors, spices, condi-fthat Treas 
ments and related items. or, Elihu } 
gee > ay ‘ rectly unde 
WRMA Appoints Faris fs directo: 


Clinton M. Faris, formerly as-4Pletely inc 
sistant manager of WGTM, Wil-fand promo 
son, N. C., has been appointed 


manager of Station WRMA, Myr- Confe 

tle Beach, S. C. Participa 
a yarn Ee were: 

Names Sullivan Agency | Thomas 


Foxboro Race Track, Foxborofvertising, 
Mass., has appointed Daniel F Company, |] 
Sullivan Company, Boston, tdricr, Adve 
handle its advertising. ork; Johr 
s0overnmen 
fe™ilford Bi 
ee ee and J. P. 
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Carton Specialties, Inc. 
34 Hubert St. 
New York 13, N. Y. 
Phone: WA 5-3265 
Department A 


MAILING PROBLEMS: 


—books, catalogues, brochures, broadsides— 
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. PE ey ean Bt a. SS Py. J Records accounts recently ac-)e . 
: ‘i = : ner t RS nip ti és Seem | quired by the agency. Also added 
. i. a a :  |\is California Contour, Inc. a eo 
pig SS eal oa group of Los Angeles corset and remember 
brassiere manufacturers. All pro- 
motional work of the group will Business / ft 
be handled with the exception of 
= the annual trade showings, which Associates E<)) 
are handled through the Chamber , ' J 
use of Commerce. with , . 
an a 
- Hill Heads Video FLOWERS 
* James L. Hill has been appoint- pi 9 a 
"7 ed director of television of Son De 
that Regger Advertising Agency, Des 
ally Moines. He joined the agency in 
ned 1946. e . 


a0-M STUDY SAVINGS BOND APPEALS—Representatives of the Advertising Council and task force agencies—Young & Rubicam, 


ith-I 6. M. Basford Co., J. Walter Thompson Co., Grey Advertising Agency and Albert Frank-Guenther Law—meet with Secre- a : 
ran-Imtery of the Treasury John W. Snyder and officials of the U. S. savings bond division to map out a continuing advertising ™ itago ie 
ated program in support of bond sales. 
: Refende 
\u:-§ Self-Interest Joins Lander-Young Young Advertising Agency, Los ain lal 
ok Theme Decided ; Berny Schwartz, formerly with aga Ee a Tr . —— to. > ‘See wencraswe 
" the Fairchild Publications on the} Mr. Schwartz wi an - : : 
tion West Coast, has joined Lander-|Sportclothes Ltd. and Specialty GEORGE T. HOPEWELL, EASTERN. REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


for Savings Bonds 


WASHINGTON — Agency execu- 
tives and Treasury Department 
officials meeting here to reappraise 
federal bond selling appeals 
agreed on a self-interest theme 
linking bond ownership with the 
maintenance of the enterprise sys- 
em. 

Leon J. Markham, national di- 
rector of sales for the Treasury, 
old the representatives of a half 
ozen agencies which work on 
reasury copy that the savings 
pond program “is the only tang- $ 


hary 
‘d is 
, of 


and 
ean, 
ugh 


»Bble vehicle of national scope and 
cceptance with which the Adver- 


ising Council’s 10-point program , 

on the free enterprise system can 

e carried to the citizens of the “€e 

. ” ‘ . 

ountry. | common denominator for measurement 


Mr. Markham reported approxi-_ 
rately $12,500,000 in ad support. 
for the security loan drive which of radio is ‘How much do I get for my radio dollar?’ Well, what 
started April 15. To maintain the 
ffectiveness of the voluntary ad- 


Win 
tions 

anc 
1ite 


cof-fvertising program, he announced | , does one dollar get for you in Chicago radio? 
ndi-fthat Treasury’s advertising direc- 
or, Elihu Harris, is to operate di- 5 


rectly under the national director 
; as director of advertising, com- < 
aspletely independent of publicity Between 6:00 and 8:00 A.M. Monday thru Saturday WGN 
Wil4and promotion. $ 
nte | 
“ Conf Participants . 
My — a | delivers an average per quarter hour of 1,617 Homes per Dollar.* 
Participating in the conference | 
were: 
Sy | Thomas Young, director of ad- | $ This is more than any other Chicago Station. 
porogvertising, United States Rubber 


1 FCompany, New York; Hector Per- 
1, drier, Advertising Council, New 
ork; John T. Gibson, Office of 
jovernment Reports, Washington; The next closest network station delivers 20%, fewer homes and 
Milford Baker, Wynne Rainbolt 
and J. P. Wilkerson, Young & : . ‘ 
Rubicam, New York; Roger L. one station delivers only 55% as many homes as does WGN. 
ensley and Walter Mulhall, 
. M. Basford Company, New 
ork; Clem Lohman, Grey Adver- 
ising Agency, New York; Howard, + 
. Allen, Albert Frank-Guenther 
Law, New York; Joseph Stone, J. 
alter Thompson Company, New : 
ork; Theodore S. Repplier, presi- | above figures. Make sure you’re getting the most for what you’re 
Ment, Advertising Council; Fred | 
m Vosse, Schwimmer & Scott, ‘ 
Meiicago; Vernon Clark, national | spending. § 

firector, Treasury savings bond 
fivision; Mr. Markham; Mr. $ 


Review your Chicago radio and see how it stacks up with the | 


Harris; Louis J. Carow, the di- 
ision’s director of publicity and ‘a r : , , 
Promotion; and Jacob Mogelever, All data based on Nielsen ratings and published time rates only. 
hief of the division’s press sec- 
10n. 


9 harles Transferred 
Harold F. Charles, on the sales 
ge tT of the Financial Post in To- 
onto and Montreal, has been ap- Chicago 11 
Pointed managing director of Illinois 
‘ inane London, Eng- A Clear Channel Station... en6ee Weees 
erage Serving the Middle West 720 
essimer Joins Cairns $ On Your Dial 
Chan Messimer, formerly o , ; —e 
_ FB eodalt Fabrics, Inc., has joined — Ng ten nent oat gl 
ne contact staff of John A. Cairns 2978 Wilshire Blvd., Los Angeles § ¢ 235 Montgomery St., San Francisco 4 
Co., New York. 710 Lewis Bidg., 333 SW Oak St., Portland 4 $ 


ndrews Appointed 
Leonard E. B. Andrews has been 
Ppointed Dallas district repre- | 
tntative for Wetmore & Co., 
kouston agency. 
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Schwinn Rejoins 
R&R; Evangelist 
of Selling Copy 


New York —It was like old 
home week in Ruthrauff & Ryan 
last week. S. J. Schwinn was 
back in the shop. 

It marked the return of one 
of advertising’s 
fabulous creative 
men to the shop 
where he wrote 
some of adver- 
tising’s most suc- 
cessful cam- 
paigns. 

S. (for Sidone) 
J. Schwinn got 
an early start in 
the agency busi- 
ness; as a kid 
copy writer at 
the old George Batten Company, 
he had full pages in The Saturday 


S. J. Schwinn 


LETTER GADG 
of the waste 


Evening Post at the tender age of 
18, and as a group head earned 
more than $7,500 before he 
reached his majority. 

From Batten he went to J. Wal- 
ter Thompson Company as a group 
head, then switched to Marschalk 
& Pratt, where he worked on the 
Koppers Coke account, and was 
instrumental in switching the com- 
pany from selling through local 
coal dealers to direct selling. The 
ads he used were practically mail 
order in technique. Gulf Oil was 
another M&P account which he 
handled. 


Handled Dodge 


In 1932, a year which rained 
brokers in financial districts, 
Schwinn came to R&R. It was the 
beginning of the great growth of 
the agency. Never a shop which 
specialized in lush copy, or did 
well with institutional themes, 
R&R’s forte was hard-driving sales 
copy, stripped down to fundamen- 
tals. ; 

A good sample was Schwinn’s 
experience in the Dodge division 
of Chrysler Corporation. On his 
first trip to Detroit to assemble 
fhe dealer merchandising book, 
Schwinn took a trip through the 
company’s laboratories, and was 
fascinated by an engineer’s de- 
scription of the pounding taken by 
the automobiles in the test pits. 

The test pits were the grounds 
where cars were jolted over rough 
roads, careened in mud and sand, 


and sent rolling at high speed to 
test their stamina in the event of 
accident. Schwinn wanted to see 
the tests, but the engineer told 
him they were held at different 
places, that the schedule wasn’t 
exact—but that he had a motion 
picture showing cars undergoing 
the test. Schwinn saw the motion 
picture, took the films to Wilding 
Pictures and removed selected 
frames, which were used as illus- 
trations for the noted campaign 
which included such headlines as 
“the car that turns handsprings” 
and “she powders her nose in a 
sandpit.” 

With these tactics, R&R not only 
boosted its billing during the 
threadbare years, but was able to 
move its clients’ sales progres- 
sively upward. Schwinn was a 
creative force on automotive, 
grocery and drug advertising dur- 
ing this period. 

Some admen remember him 
best for another facet of creative 
ability: his easel presentations. An 
early user of the flip-over presen- 
tation, Schwinn steered carefully 
away from the statistical, graph- 
laden type. “I like presentations 
that stress basic philosophy,” he 
says, “documented with human 
behavior.” He made many of 
them, including one he credits 
with “legitimizing” True Story, 
which was then fighting for a bet- 
ter grade of advertisers. 

After him came the statisticians, 
who—in Schwinn’s phrase— 
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e ANOTHER big circulation gain. The tenth 
gain in as many years. Today the News has a 
53% larger week-day circulation and a 125% 


larger Sunday circulation than 


93,839 net paid circulation on week-days and 


138,847 on Sundays, the News 


greatest and most all-inclusive coverage of any 
Dayton paper in history. Completely domin«nt 
in one of the richest trading areas in America 
(total employment at a peak, industrial wages 
at an all-time high, farm income up) the News 
reaches more readers in the city zone, more in 
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the suburban zone, and more in the rural trad- 


A paper which shows such tremendous 
growth year after year must have the full con- 
fidence of its readers. As proof: In a recent 
R. L. Polk survey 2 out of every 3 persons 
interviewed said they paid most attention to 
advertising which appeared in the News. 

Take advantage of the greater coverage of 
the News. Take advantage of this vast “pre- 
sold” audience. Use the News— on week-days 


Daily News 


Represented nationally by Sawyer, Ferguson, Walker Company 
New York * Chicago ® Detroit © Atlanta ® Los Angeles ® San Francisco j 


“have made New York the most 
flip-flopped town in the country 
. .. presentationed to death.” 

After he left R&R as a full-time 
employe, Schwinn worked with 
the agency on a part-time basis, 
recommended R&R to advertisers 
who were in tough competitive 
straits, and thrived as a free lance 
adman. 


Christened Rheingold Beer 


During this period he helped 
Liebmann Breweries change its 
beer (a switch in taste from sweet 
to dry), redesigned the package 
and label, renamed it Rheingold 
Extra Dry, boosted its price into 
the premium class and gave it a 
special sales force directed from 
his office in the Graybar building. 
Later he was to do the same thing 
with Gunther Brewing Company 
in Baltimore. 

For Dancer-Fitzgerald-Sample 
and the Florida Citrus Commis- 
sion he created the highly-com- 
petitive campaign which showed 
the cut halves of Florida and Cali- 
fornia oranges, and proclaimed 
that the public should compare the 
thick skin and additional pulp of 
the California orange with the 
thinner skin and additional juice 
of the Florida product. 

In 1937 he set up the H. E. Hud- 
gins Company in Baltimore, to 
handle two products which were 
competitive with R&R’s—Gunther 
Brewing and Baltimore Pure Rye 
Distillery. This agency later be- 
came known as Booth, Vickery & 
Schwinn, and subsequently be- 
came W. Wallace Orr. 


Few Contacts Planned 


He kept a controlling interest in 
the agency for years, but during 
the war was completely out of ad- 
vertising. The Norfolk area need- 
ed a pasteurizing plant to serve 
the large Army and Navy instal- 
lations there, and the plant was 
built on Schwinn’s farm, near 
Cape Charles on the eastern shore 
of Virginia. He says he didn’t 
touch a golf club, a fly rod or a 
shotgun for four years (“milk 
goes out seven days a week’). 
Not that he missed advertising 
during the war: “There isn’t much 
fun in spending ‘tax money’. Ex- 
plaining shortages doesn’t provide 
the thrill of tough competition.” 

In the fall of 1946, driving south 
from Washington, a truck driven 
by a drunken driver swerved 
from its lane, crashed Schwinn’s 
car head on and threw Schwinn 
through the windshield. He sur- 
vived without apparent scars, but 
spent a good deal of hospital time 
recovering from concussion. 

Back at Ruthrauff & Ryan some 
16 years after he first joined the 
agency, Schwinn will function as 
a vice-president and secretary of 
the plans board. His primary 
function will be creative, with 
“as little contact as _ possible.” 
Bald, soft-spoken and quick with 
a phrase, Schwinn is only 43. He 
sees his return to R&R and the 
resumption of competitive selling 
with pleasure. 

“For the large majority of busi- 
ness, the seller’s market has van- 
ished,” he asserts. “There is over- 
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BOYCOTT—William |. Nathan, cloth- 
ing manufacturer, took a full page in 
the June 22 issue of Women's Wear 
Daily to proclaim 2 personal boycott 
on all British goods because of the 
Palestine situation. 


production in many industries; in 
some package goods fields, com- 
petition is intense, price cutting 
is deep, and the rat race is on!” 


Sweet's Catalog Adds 
Two; Promotes Two 


Raymond H. Schmidt, who for 
the past two years has been doing 
free-lance layouts, lettering and 
portraiture, and Glen Twiford, 
formerly general manager of Cas- 
saland & Livestock Company, have 
been named copywriters of the 
Sweet’s Catalog Service division 
of F. W. Dodge Corporation, New 
York. 

Frank C. White, a catalog con- 
sultant for Sweet’s, has been pro- 
moted to assistant field sales man- 
ager. Wesley C. Booman, on the 
copy staff, has been named assist- 
ant catalog consultant. 


Stephens Joins Wolfe 


R. V. Stephens, formerly ex- 
ecutive secretary of the Advertis- 
ing and Sales Club, Toronto, has 
been named manager of the newly 
established Toronto office of the 
William P. Wolfe Organization, 
New York. The Wolfe organiza- 
tion represents more than 60 re- 
sort hotels. 
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With about $335 or more, two press passes, and reservations made long in ad- 
vance, a New York couple, living on an average delegate’s scale, could do a good 
job of seeing the Democratic Convention in person (assuming the convention 
lasts 5 days). Tickets and hotel keys below represent accommodations on Pull- 


man and in an average-priced hotel. At home, many millions of Americans will 
see the same great show for nothing, just as they did the Republican Convention 
—on LIFE-NBC television. In many ways, they will see it better. They will 
actually see some things before delegates themselves do. 


LIFE-NBC television of Democratic Convention 


will be like free trip there, with press nasses 


HOLL CLIMB into the ring with the Republican 
guntbrsee 

Will President Truman be renominated—or will his 
party bolt and name a dark-horse candidate? 


Anything can happen. And LIFE and NBC have 
teamed up to give millions an eye-witness view to lift 
them out of their seats . 

Floor coverage from many vantage points that will 
show them the “big break” in the race for the nomi- 
nation before most of the delegates themselves see it . . . 

Behind-the-scenes coverage by LIFE’s editors that 
will produce a vivid, fascinating, tremendously inform- 
ative picture of the big and little men who make 
nominees—or break them. 


As in LIFE itself, LIFE will dig out the meaningful, 
unpublicized events from behind closed doors—events 


that make the news make sense. 

Included in the telecast will be world-famous per- 
sonalities ... news analysts . . . political bigwigs . . . 
the man in the street . . . delegates at work and at 
play . . . spontaneous demonstrations . . . all the shout- 
ing, color, and excitement of the biggest political show 
on earth. 

If vou live in or near any of the cities below and have 
access to a television set, don’t miss this exciting and 
historic, joint venture in journalism—brought to you 
by LIFE and NBC. 


Telecasts begin July 12th, on these stations: 

WNBT, New York WPTZ, Philadelphia 

WNBW, Washington WRGB, Schenectady 

WBAL-TYV, Baltimore WBZ-TYV, Boston 
WTVR, Richmond 


LIFE, 9 Rockefeller Plaza, N. Y. C. 20, N. Y. 


Also daily resumes on these other stations: 

KSD-TY, St. Louis WBEN-TYV, Buffalo 

WWJ-TYV, Detroit WTMJ-TV, Milwaukee 

WLWT, Cincinnati WTVT, Toledo 
KSTP-TYV, St. Paul-Minneapolis 
KDYL-TY, Salt Lake City 

KTSL, Los Angeles WEWS, Cleveland 
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Callihan to Burnett 


Clair Callihan, previously with 
two St. Louis radio stations and 
later an account executive of 
Olian Advertising Company in St. 
Louis and Chicago, has joined Leo 
Burnett Company, Chicago, as 
manager of radio and televisicn 
production. 


Elects Hal Ely 


Hal D. Ely, Family Circle, New 
York, has 
dent of the New York State Maga- 
zine Representatives Club. C. P. 
Donnelly, Pic, was elected vice- 
president; John Sturman, Vogue, 
secretary, and C. Kenneth Wright, 
Household, treasurer. 


Fleet Elects Baber 


C. B. Fleet Company, Lynch- 
burg, Va., a member of the Ameri- 
can Pharmaceutical Manufactur- 
ers’ Association, has named 
Charles G. Baber, general man- 
ager, 


moted to secretary-treasurer. 


makes the 
Dispatch 
a great 
newspaper 


Fer Cooks! 


Transportation companies ran 


extra busses. Columbus’ largest 

theatre was packed for three days 
‘= 6running. More than a hundred 
= national advertisers participated. 
Housewives came from towns 25 
to 35 miles away. This was the 
15th Annual Dispatch Cooking 
me School! 


Cooking School is just one of 
“= many big things done right which 
make 99,251 of the 105,645 
Mm Greater Columbus families Dis- 
patch readers. It's another reason 
why the Dispatch is the greatest 
selling force in this rich, 12- 
county, central Ohio trading zone 
—and another reason why alert 
advertisers use it for result-get- 
ting selling impact! 


been elected presi-| 


as president of the firm.| 
Harry D. Forsyth has been pro-| 


'a profit during that year, and Mid- 


Airline Credits 
Ad Push for New 


Passenger Gains 


‘Sell More than Time 
of Departure,’ Says 
Mid-Continent Exec 


Kansas Crry—‘‘We have to get 
more people sold on what they get 
out of flying before we can tell | 
them about our departure times,” | 
said Hugh W. Coburn, vice-presi- | 
dent of Mid-Continent Airlines, at) 
the company’s annual sales and| 
traffic conference here. 

Reporting on the success of the | 
new policy of putting “sell” into| 
solicitation, Mr. Coburn cited Mid-| 
Continent’s balance sheet for 1947. | 
Only four major airlines showed | 


Continent was one of them. 

Since there had been no un- 
usual increase in business in the 
area from Minneapolis to Houston 
to New Orleans, Mr. Coburn gave 
a large share of responsibility for | 


Switch From Weary Land Travel! Fly Mid-Continent Airlines! 


Only 85 Min. to ST. LOUIS 


Arrive Refreshed! Have More Time for Business or Good Times 


AY COwN an> HE 4 eeu Gamt-ae 


Seve A Day “=~ To Houston-New Orleans 


NO WASTED DAYS. - 
NO RESTLESS MINOT S) 
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MORE SELL—Mid-Continent Airlines is 
filling, more. seats and boosting its pas- 
senger revenue over that of last year. 
Company officials give a goodly share 
of the credit to the large-space ad 
copy typified by the above. 


the gain to the new selling plan| veloped by the salesman on early 


and the improved management | Calls,” 
|a specific program finally is of-| 


‘fered to solve those problems, and 
best meet the prospect’s needs. So 


methods. 
‘Plenty to Sell’ 


First step in the process was the | 


early recognition by Mid-Conti- | 
nent’s management that “there is/| 


an abundance of merchandise on | 


our shelves now. We have plenty 
fof empty seats] to sell, and the 
big job is that of selling.” 

The company called in a firm 
of aviation consultants to check its 
business solicitation methods and 
make a comprehensive survey of 
potential passenger -traffic for the 
next five years. 

The survey turned up a number 
of weak spots in the company’s 
traffic-building program. Its sales 
force was making an excessive 
number of “cold-turkey” calls. 
Firms which afforded the greatest 
potential traffic mileage were get- | 
ting a smaller proportion of the 
visits, and regular customers were 
called on infrequently. 

The necessary alterations were 
made. The salesmen’s cardinal 
principle became, 


| prospect—be prepared.” 


“Further information is 


“Know your 


Mr. Coburn asserted, “and 


;it must be in the realistic selling 


lof air transportation — prospects’ 


needs must be analyzed and a spe- 


cific transportation plan must be) ¥#*46— 
switching from ground transpor- | 


'tation to Mid-Continent. 
Reprints of the newspaper ads. 
|are carried in local publications | 


offered.” 
Titles Have Changed 


In addition, the sales force now 
makes frequent calls on regular 


/ accounts, to check on travel needs, 


offer new ideas and suggestions 
and maintain friendly customer 
relations. 

Even the titles have been 
changed. Traffic representatives 
have become sales representatives, 
traffic managers are now sales 
managers or traffic and _ sales 
managers—even the vice-president 
|in charge of traffic and advertis- 
ing has become vice-president in 
charge of traffic and sales. And 
all ticket and reservations agents 
now are called sales agents. The 
department itself now is known 
as the traffic and sales department. 

Says Mr. Coburn: 


sponsibilities and obligations. The 


“The act of | 
selling carries with it certain re-| 
de- | 


a ela 


day of the brash, cocky and 
poorly - informed ‘Salesman Sam’ 
type is gone. Modern business re- 


|quires that its salesmen be busi- 


ness men in the best sense of the 
word—men who know the ins and 


outs of the product or service they | 


are selling—men who can make 
an intelligent and effective presen- 


tation—and most of all, men who) 


have the modern concept of serv- 
ice to the customer.” 


Adopts Training Plan 


Mid-Continent has prepared a| 


complete program of sales train- 
ing for its salesmen, for its sales 
representatives and sales agents, 
to be supervised by its two 
regional and seven district man- 
agers. 

The 18 sales representatives 
have been assigned with regard to 


metropolitan area population, air-| 


line competition and the city’s 
traffic potential. 

Mid - Continent advertising, the 
opening wedge for building the 
customer list, differs from the) 
usual small-space time-table copy | 
run by many airlines in that each 


ad, where possible, suggests a spe-| 


cific destination, a reason for go-| 
ing, and the time saved “compared | 
with normal land travel.” Ads 
range up to 700 lines. 

Among the changes worked out 
by the airline and its agency, 


|Bruce B. Brewer & Co., are the 
|editorial-style photographs in the 
/newspaper 


advertisements, sug- 
gesting things to do with the time 


saved, and copy which accents the | 


value a traveler can expect by 


such as “This Week in St. Louis,” 
“This Week in Tulsa,” “This Week 
in Houston,” “Seeing St. Joseph,” 
and others, and blotters with sim- 
ilar promotional 


tributing agencies. 


Continuous Direct Mail 


To back up the advertising, the | 
various local offices carry on a| 
continuous program of direct mail | 
sales letters, largely based on con- | 
vention leads furnished by the} 


general traffic and sales office. The 
central office coordinates the lists 


of conventions and delegates, and | 
local offices follow up by tele-| 


phone and personal contact. 
The individual salesman thus 


has been given something definite | 


ideas are dis-| 
tributed both by salesmen and dis- | 
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to talk about; he knows who is 
going where and when and why. 
His task is narrowed to selling the 
individual on the idea of flying to 
and from the convention. 

The revision of sales and adver- 
tising procedures, to meet the buy- 
ers’ market now faced by the air- 
lines, already has resulted in in- 
creased business for Mid-Conti- 
nent. During the first quarter of 
this year, when air travel in gen- 
eral was down markedly (only 
‘four airlines failed to show a loss 
in passengers) Mid-Continent 
chalked up a healthy increase in 
revenue passengers—and unofficia! 
figures indicate the curve is stil! 
going upward. 


‘Nevergole Heads 
Philly NIAA Unit 

J. Mack Nevergole, vice-presi- 
dent of Roland Ullman Organiza- 
|tion, has been elected president 
of Eastern Industrial Advertisers, 
‘the NIAA unit in Philadelphia. 

Other officers elected are: Shel- 
don F. Johnson, sales promotion 
manager, Westinghouse mid-At- 
‘lantiec division, vice-president: 
|George T. Long, advertising man- 
ager, C. H. Wheeler Mfg. Com- 
|pany, secretary, and Ernest G. 
|Monigle, advertising manager, 
American Pulley Company, treas- 
| urer. 
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We mix a lot of 
good horse sense in 
our offset inks 


FINE OFFSET PRINTING (me 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


Es 


PROBLEM: 


SOLUTION: 


“pts 


How to advertise an American 
product in the Philippines. 


Can U.S. advertisements be used? 
How about native dialects? If so, 
how many? Who'll handle transla- 
tions? Is circulation guaranteed ? Can 
the provincial, rural areas be cov- 
ered ? How can this rich market with 
unrestricted trade be blanketed 2? 


Don’t ask a crystal gazer, sooth- 
sayer or prognosticator. 


STRIKE A HAPPY MEDIUM! The 
Ramon Roces Group of Publica- 


trike a happy medium! 


tions. Each one covers particular dia- 


—does a specific 


in all leading d 


The leading PM 


Magazine 


. lect sectors, particular trading areas 


job. Together they 


provide islandwide coverage with 
a guaranteed readership of over 
2,000,000. Issue one space contract, 
supply U. S. English language mats 
or cuts. Your advertising will appear 


ialects. Write for 


further information. 


Daily Newspaper 


Eight Dialect Weekly Magazines 
The Outstanding English Language 


One sthedule, complete coverage 
Communicate with: 


United States Offices—270 Pork Avenue, New York 17, N. Y. 
Albert C. Capotosto Tel.: 


MUrray Hill 8-4777 


Ramow Roces Posuications « 


MANILA © PHILIPPINES 


Publishers of THE EVENING NEWS * LIWAYWAY « ILANG-ILANG « ALIWAN - DAIGDIG 
PILIPINO KOMIKS * BANNAWAG « BISAYA-HILIGAYNON * THE WOMAN’S HOME JOURNAL 
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S s aw am urn 4 Min 'Worth, owned by Tarrant Broad-|two stations, both MBS outlets, 
Sears, Spiegel (Cr ley N es Reb Appoints or Agency casting Company, and _ Station | are sold in combination at a single 


Stewart D. Reburn, formerly ac-| Foreman & Clark, Los Angeles,|wRR, Dallas, owned by the City | price for complete coverage of the 


p . “ ‘ ; - 
count executive with Shelly Films| operator of retail men’s clothing : ] The! Dallas-Fort Worth market. 
» Issue New Fall, jcoun has been named district sales| stores, has placed its advertising of Dallas, effective July 1. ns es - _ 
; manager for Crawley Films Ltd.,| with Dan B. Miner Company, Los 
- Winter Catalogs Ottawa, with offices in Toronto. Angeles. Seasonal selective (spot) 


4 Cuicaco —Prices in the new a radio schedules and experimental 


P Sears’ catalog for fall and winter,| Wheaton Names Martin Pre gee TAF early fall have 
> issued last week, are 5.9% higher Wheaton Beees Works eres Pp . | 


. than they were in the fall-winter) ¢acturer of special assemblies for | 


NCE 


f issue last year, but only 1.7% the petroleum industry, has ap- Two Appoint Blair 

1 higher than those in the spring| pointed George Homer Martin As-| John Blair & Co. has been ap- 
y and summer catalog now in circu-| sociates, Newark, N. J., to direct! pointed exclusive national repre- 
S lation. | its account. sentative of Station KFJZ, Fort 
it T. V. Houser, merchandising | 

n vice-president, asserts that the 

| averages are based on a study of| 

ll 1,500 representative items. Half | 


of them are unchanged in price 
from last spring, 33% are higher | 
and 17% are lower. Lines show- 
ing price decreases include wool} 
blankets, cotton yard goods, shoes, | 
electric heaters and radios. 


+ The “American People’s En-| 
< cyclopedia,” produced by Sears| 
¥ after it disposed of its interest in| 
]- the “Encyclopedia Britannica,” 
yn again is offered in the latest cat- 
t- alog. Thirteen volumes are now 
it off the press with seven more to , 
a . 
4 go. j 
G. Spiegel’s Largest j 


The fall catalog also contains 
an announcement of the new “har- 
mony house” color program, with 
e over 80% of its home furnishings 
items available in 18 basic colors, 
suitable for both traditional and 
modern rooms. The Chicago edi- 
tion also includes an announce- 
ment of a new Sears home decor- 
ating service, offered free to mail 
order customers on a test basis. | 

The new fall and winter Spiegel 
catalog is the largest ever pub- 
lished by that mail order house, | 


with 744 pages. Shoes with crepe 
rubber soles, white rubber boots, 
and slip cover patterns all are in- | 
cluded for the first time. In ad-/| 
dition, Spiegel offers a new pri- 
vate brand line of radios called 
Air Castle. 


Aldens Stresses Cost 


Ng 


Aldens of Chicago also mailed 
its fall and winter catalog last 
week, with more than 550 of the 
book’s 774 pages devoted to cloth- 
ing and shoes, another 100 pages 
to furniture and house furnishings, 
and the remainder to appliances, 
cutlery and radios. 

Featured in the catalog is a port- 
able phonograph - wire recorder | 
for $130, and a radio-phonograph- | 
dise recorder for $99.95. 

In introducing the fall-winter | 
— issue, Robert Jackson, Aldens’) 
president, asserted that company | ——" 
profits had been reduced 60% to, Your advertising gets more readers per thousand 
avoid price increases. Further, 
the company has designated cer- 
tain items to carry specially re-| 


% nl ar Mey perio Dh ~ lg circulation in POPULAR MECHANICS because our 


Also, at a time when many) 
stores are attempting to boom in- | 
stalment buying to take up the ° : ° 
slack, Aldens declares: “We want} readers—having the P M. Mind—read ads deliberately. 
to sell for cash so that you save | 
the most.” The company requests | 
‘ash with purchase to eliminate) 

‘expensive C.O.D.’s and lower + 

your cost of living,” and offers a| TO SELL ANYTHING MEN BUY... 

noney-back guarantee on all pur- 
‘hases. 


Buys Dallas Office 


Ted A. Workman, manager of 
the Dallas office of Glenn Adver- 


ising, Inc., for the past 11 years, 
ias purchased the office from 
xylenn and will operate it under 
he name of Ted Workman Adver- 
ising. Ray K. Glenn will con- 
inue to operate the Glenn agency 
ffices in Fort Worth and Holly- 
vood. 


Issues Rayon Data 


Industrial Rayon Corporation, 
Sleveland, has prepared a 20-page 
llustrated booklet, titled “Ravon 
Cord Opens the Door to a New 
tra in Tires,” telling the story of 
‘ire development and how rayon 
s being made and used to im- 
prove tire quality. 


Jr That means ANYTHING from shoes to 
shampoo... razors to raincoats... ties to 
tires . . . watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 
railway vacation trips —a list without- end. 


More than ONE MILLION circulation 
1. « More than 4'4 MILLION male readers 
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4 aa . |through 1,000 personal interviews | = ° 
Parents’’ Weighs ito) Sic. Or Pasty to show the Red & White Film Trend of Retail P M 
4 ’ /heat generated by Parents’ own| ’ 7 7 7 
Reader Heat readers. A secondary phase! Would Show How rena © etal rIces in ay 
New Yorx—Parents’ Magazine showed the respondents, on the} . ‘ George Neustadt, New York, checks all retail advertising 
issued last week first findings in a|@verage, favoring Parents’ 3.5 to Beat Chains of about 90 consumer commodities in nine cities to de- 
60-page report by Raymond Fran- | times as much as the next ranking) (Cyycago—Ked & White Corpora- | termine price trends. By special arrangement with Mr. 
zen, audience analyst, called) Magazine. tion, national cooperative organ- | Neustadt, ADVERTISING AGE each month shows the trend 
me rg “gat or on relative in- ization of grocery wholesalers, has | in prices, as well as total advertising support, of the 10 
msity of subscriber interest in . | just completed a merchandising | most significant or interesting commodities of the month. 
Parents’ and other magazines re- Park Quits Marvellum | slide film aimed at showing inde- | Prices shown here are the midpoint prices, meaning that 
ceived in their homes. _Maurice A. Park has resigned as | pendent retailers that R&W is | half the advertising for each item featured a higher price 
P “& Magesine assumes special | iercellam Coe A. 7 . . m4 their “best opportunity of compet- | than that shown, and half featured a lower price. The x 
importance and generates reader Mass.. ne te -: Ban pg in ing successfully with chain stores.” | tabulation covers all advertising of each commodity in the 
heat among women, ‘Dr. Franzen | anq protective papers and special-| The film, entitled “This Is Your | measured cities—by all types of retail outlets and in all 
said in a foreword, “by meeting ties. His future plans have not|Red & White,” explains the op-| printed media. 
certain specific needs in their pat- | been announced as yet, except erations of the organization’s 119 Average for month during May 
tern of daily living. that he will make his headquarters | wholesalers, which supply Red &| Commodity 1948 1947 1946 
The study was conducted |in Los Angeles. White brands and various “con-|| W&M silk or wool dresses.......... $13.84 $14.72 $ 9.16 
| er trolled” nationally advertised|| W&M washable and play dresses... .. 9.15 8.55 4.07 
Plans New Shoe Line brands of merchandise to 8,500 re-|] W&M blouses ...................... 4.26 4.26 2.85 
“Close Shave” Ads tailer members throughout this|} W&M untrimmed cloth coats........ 18.32 19.10 16.58 
| W. L. Douglas Shoe Company, 
Se rr’ ° — shop | Brockton, Mass., has formed a country and Canada. It attempts WwaM hosiery eC CC HOHS EOS EHOECEHREOES 1.42 1.34 .83 
its teat dine te 2 ‘new subsidiary, C. F. Richmond|to show that R&W retailers can|| W&M shoes ....................... 8.54 7.80 4.90 
vital secret of successful 'Shoe Company, to manufacture a| operate independently while bene- Men’s summer suits................. 35.68 30.64 17.72 
advertising. I'll tell you. | new line of men’s and boys’ shoes | fiting from the same mass buying Broadloom carpeting ............... 8.50 8.10 3.98 
i _for distribution through volume and assistance in advertising and oes ae ee te ee 34.36 30.56 16.00 
Box 7085, Advertising A : ‘ f . : 
100 E. Ohio St., Chicago 11, il. |channels. The new line will not! store design enjoyed by the chains.|| Radio sets .....................000. 62.40 60.00 43.80 
‘carry the Douglas trademark. 
Ra ane Sye-aeae Advertising Linage Comparison 
At a press showing of the film | 1947 1948 % 
here, a spokesman for R&W said | Commodity Linage Linage G or L 
that each wholesaler sets an ad-|| *W&M silk or wool dresses..... 1,347,510 1,503,993 12G 
vertising budget for his area or *W&M washable & play dresses. 851,643 1,058,456 24G 
for several geographic divisions of || *W&M blouses ................ 301,624 338,574 12G 
| his area and that each retailer *W&M untrimmed cloth coats.. 674,677 837,111 24G 
|pays a pro-rated quota of that | ES a0 aa i 9 nee wed 68 193,060 243,555 26 G 
budget, which also includes a con- . 9 | Ray AAepes 820,748 954,022 16 G 
tribution from the wholesaler. *Men’s summer suits........... 275,559 633,155 130 G 
Wholesalers, he said, now are *Broadloom carpeting .......... 52,065 126,685 142 G 
working to increase the present EE. heUG ica aoe ene 44 400 111,963 167,037 51 G 
_ average budget of 0.25% of sales Mechanical refrigerators ...... 13,340 **204,172 
| to 0.5%. *Linage at all-time high for May. 
In an annual survey just re-| **Previous year linage not significant. 
‘leased, he said, average sales for 
‘each store showed an annual in- 
| crease of 21% to $134,900 last year . ronto. Plans for a 12-month cam- 
‘and cash stores, comprising 69.7% Kaiser F razer Forms | paign, now in the formative stage, 
'of those operated, made a net Canadian Company will include national magazines, 
profit of $5,437 while credit stores) Kaiser-Frazer Corporation, Wil- | both English and French, and 
showed a net of $4,205. ‘low Run, Mich. has formed) trade publications. Copy will fea- 
An R&W label promotional pro-|Kaiser-Frazer of Canada Ltd., oo _ a Bag . ome bay 
gram just begun includes plans by With headquarters at Windsor, (ne 0) marresses eee 
store engineers to assist all retail- | a pi Au ol J ta Pe mortar the Canadien market last-year. 
ers in construction of modern |. a . e 
store fronts featuring the patented | sePrincinel oticers ot K-F of | Kaleidoscope Names 3 
R&W circular and rectangular | Canada—all of them also officers. John Moses, vice-president, has 
signs. of the parent company—are|been appointed advertising direc- 
——_—__— |Michael Miller, president; Hick-| tor of gt tr aa re a. 
man Price Jr., executive vice- t@Shlon industry monthly to be 
Dayton Adclub Elects  caaideuke i Reis, vice-presi- introduced in August. Lynn Phil- 
George L. Staudt, director of | dent, and H. R. Hetrick, treasurer. | lips Jr., formerly with Harper's 
advertising of Standard Register| K-F serves 300 dealers in Canada| Bazaar and Good Housekeeping, 
Company, has been elected presi- | through 13 distributors. joined the publication on July | 
‘dent of the Dayton Advertising | ee oe catty ences Leen gt Raa A. 
: Bi | Mason, from Women e ily, 
vou Be ny A toag = viele Prema Gets Mattress Account | has become midwest advertising 
Ruth Krouse, Station WING, sec-| Harold F. Stanfield Ltd. To-| representative, with offices at 22 
retary, and Walter Haley, Frigid-|ronto, has been appointed to) W. Monroe St., Chicago. Arthur W. 
aire division of General Motors | handle the advertising of the Way|Collins is publisher of Kaleido- 
Corporation, treasurer. |Sagless Spring Company, To-| scope. 
Something New in the Book 
An important change has taken place recently in the news- ‘ 
paper picture in Utah. The Deseret News, with truly significant ich one 
circulation gains, brings advertisers the advantage of the meets our 
lowest milline rate in this market. your a 
oe 
Business firms as well as consumers in this area had long Screening test : 
been waiting for The Deseret News to do the things it is now ( 
doing. Here are some of the rea- \ 
sons for the growing circula- \ 
tion — and the growing linage: 60% UP 
: % 7 days a week, with a great : 
new Sunday morning edition. and still 
% Exclusive Sunday pictorial Gunung 
Rotogravure Section. 
% Enlarged Feature Sections — 
a bigger and better news- a 
paper every day in the week. 
oe More than ever, this influential I : ; : 
Mormon newspaper reaches the af yoqer sereating for music 
“ music of the cash register — it’s the 
important Mormon market — one on the right. He’s the man who spends 
pe 
plus. more for his home, its upkeep, and 
everything that goes into it than even 
his neighbors in the same block. rou 


Better Homes & Gardens screens him 
from the general run because his big 


The Deseret Nems 


interest is home and family. His income 
Sat LAKE CITY. UTAM is among the highest for all big magazines. 
America’s First Service Magazine 


National Representative: West-Holliday Co., Inc. 
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inventor of the cotton gin... 
1793 ... illustrious member of 
the American Hall of Fame... 
outstanding contributor to a better 
American Way of Life. 


IN POWER 
AND RESULTS 


J MICHIGAN’S GREATEST 
ADVERTISING MEDIUM 
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SONG ak, | ge ES 


si ae, Lhe oy rs tied 


AND 


CBS WJ R-FM Basrieetig | 
THE GOODWILL STATION rFiswer tions DETROIT 


FRANK E. MULLEN HARRY WISMER 


Pres. Asst. to the Pres. 
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26 
Elects Backus 


Harold A. Backus, engineer and 
inventor of Akravue, the commer- 
cial third dimensional photo- 
graphic process, has been elected 
president of Backus Visuals Cor- 


poration, Narberth, Pa., a com- 
pany organized for the purpose of 
research engineering, develop- 


ment and production of the third 
dimensional system and precision 
photo-mechanical apparatus. 


Two Join McConnell 


Del Winkler has been named an 
account executive in the Van- 
couver office of McConnell, East- 
man & Co. Jack Grindle has 
joined the agency’s art depart- 
ment. 


rease der- 
FREE ior your. ads 


monthly. Mat or Glossy 
Primt plan at low cost 
Write for new FREE 
proofs No. 168. No obliga- 
tiers, EYE*CATCHERS 
10 BE. 88 St, N. ¥. C. 16 


Winnipeg Transit 


Study Is ARF’s 
First in Canada 


Toronto—The Advertising Re- 
search Foundation will undertake 
its first Canadian job this fall, a 
survey of transit ad effectiveness 
in Winnipeg. 

The foundation’s operations will 
be supervised by a joint commit- 
tee drawn equally from the As- 
sociation of Canadian Advertisers 
and the Canadian Association of 
Advertising Agencies. 

The Winnipeg study, designed 
to evaluate readership of 12 se- 
lected car cards, will be under the 
immediate jurisdiction of three 
persons: representatives of the 
agencies, advertisers and media. 

First step in the Winnipeg study 
will be the selection of 12 test 
cards, which have not yet been 
shown. The percentage of total 
population which claims to have 
seen the cards previously will first 


be determined, and the ads will) 
then get a uniform half service 
showing for 30 days, with a two- 
week interview period set to fol- 
low the showing. 

Objective is elimination of the 
confusion factor, which has not 
been done in the Canadian Street 
Car Advertising Company’s cur- 
rent Toronto survey. The Toronto 
study was undertaken earlier this 
year by the company when ARF 
organizational difficulties threat- | 
ened to hold up the Winnipeg in- 
vestigation for some time. 


| 
Jr. Adwomen Elect | 


Joan Ohlwein, Grant Advertis- | 
ing, has been elected president of | 
the Los Angeles Junior Advertis-| 
ing Women. Other officers are: 
Marge Fallgren, Foote, Cone & 
Belding, 1st vice-president; Gladys 
Simon, Facts Consolidated, 2nd 
vice-president; Elaine Johnson, 
C. P. MacGregor, corresponding | 
secretary; Kay Jackson, Sunset, 
recording secretary, and Rosemary | 
Doermann, West-Marquis, Inc., 
treasurer. 


In ON E Package 


o THREE 


You can buy The Weekly Kansas City Star in one package 


(a total circulation of 441,392 copies) or by separate editions: | 


I veo akievcncccuseocscrcesce> Mee 
MISSOURI] EDITION ........................ 176,531 
OKLA.-ARK. EDITION ....................... 127,643 

ALL EDITIONS . 


Rate 


Circulation per line 


.. - 441,392 


$ 10 
80 
10 

1.50 


Here’s rural circulation of the highest quality at bargain 


prices. 


Compare these figures and these rates with those 
of any other farm paper in the Mid-West. 


The Weekly Ranusas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441.392 Paid-in-Advance 


Subseribers 
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Robert C. (Jake) Embry, vice-president of WITH, Baltimore, has 
been elected 28th president of the Advertising Club of Baltimore— 
the first radio man to head that club in 39 years... R. W. Olsen 
of G-E won first prize in the eighth annual Newell-Emmett photo- 
graphic exhibition, with Ross McKee of Newell-Emmett and Ru- 
dolph A. Lundberg of Walter Kidde coming in second and third 
respectively. . . 

NBC bid its former executive vice-president, Frank E. Mullen, 
farewell at a cocktail party, where NBC President Niles Trammell 
presented Frank with an album containing autographed portraits 
of the management committee and other close associates. .. Mr. 
Trammell also was host at a luncheon for Frank Goodman, retiring 
after 25 years as radio director of th ‘deral Council of the 
Churches of Christ in 
America. The net- 
work presented a 
television set to Mr. 
Goodman... 

Homer Fickett, di- 
rector of the ABC 
“Theater Guild on Weve missed 
the Air’ program, is this great shows 
being featured in a 
local Savarin coffee 
ad. . Two Bristol- 
Myers vice-presidents 
who have plenty of 
outside activity to 
keep them busy are 
Bob Brown, who has 
been chairman of the 
ANA since last fall, 
and George McMil- 
lan, just elected 
chairman of the 
pi ae 

If you want any re- 
liable information on 
raising fruit and 
vegetables get in 
touch with Harold 
Douglas, Benton & Bowles vice-president, who does all his own 
farming on weekends on his 125-acre farm in upstate New 
he 

Walter Huxley of Huxley House has been elected chairman of the 
New York group of the Advertising Typographers Association of 
America. .. And Harwood F. Merrill, editor of Modern Industry 
and vice-president of Magazines of Industry, was elected president 
of the Harvard Business School Alumni Association. . . 

Joe Tinney of WCAU, Philadelphia, joined the official baby- 
sitters club last month when he became a grandfather. . . Len 
Carey, who works on the radio end of the American Tobacco ac- 
count at Batten, Barton, Durstine & Osborn, was married last 
month to Shirley Alice of El Monte and South Pasadena, Cal... 
Jerome Glogau, vice-president of Malcolm Advertising, took Har- 
riet A. Nelson as his bride several weeks ago... 

Larry Lowenstein, WINS, New York, publicity manager, is the 
proud father of his second daughter. .. Raymond Rubicam, co- 
founder of Young & Rubicam, was featured in “Look Applauds” in 
the June 22 issue of Look. 


WE MISS you 


Gathered here for 
meeting ot the Ms 


VICTOR 


the ig % 


CHEER FOR IRVINE—A distributors’ meeting held 

by Motorola, Inc., Chicago, provided a lot of signa- 

tures for this giant card sent to ailing Victor 

Irvine, veteran ad director. Here, Paul V. Galvin, 

president, and Walter Stellner, vice-president, start 
the good wishes. 


TIME OUT—Participants in the skeet contest of the American Newspaper Ad- 

vertising Network take a breather. Left to right are: John W. McGuire, Thomas 

A. McCorry, Earl C. Donegan Jr., John J. McDonald, Larry S. Hanson, and 

Edward D. Madden, executive vice-president. The outing was at the Woodstock, 
N. Y., farm of George Benneyan, ANAN's promotion director. 


Abbott Kimball, head of the agency bearing his name, flew to 
Paris and Switzerland on June 10 for a two-week trip. . . And 
Joseph Jorda, export manager of the Mennen Company, has 
returned from a trip covering the major markets of Latin Amer- 
eee 

Bruce Robertson, senior editor of Broadcasting, and Mrs. Robert- 
son, recovered from a recent illness, are off for a month’s stay in 
Europe. .. Also vacationing is Herb Landon, radio publicity direc- 
tor, Kenyon & Eckhardt, who, with his family, is visiting in 
Florida. . . 

Robert J. Landry, former secretary of CBS’ program board, will 
direct New York University’s 13th annual summer radio work- 
shop. .. Another educational note: Don Bennett, Shappe-Wilkes, 
New York, will conduct a summer school course for agricultural 
extension workers at Cornell University. His instruction covers 
visual and photographic aids which the farm agents may use in 
their work... 
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= |mewspapers for excellence in 
Study Indicates classified advertising. The Na- 
tional Want Ad Week award went 


Public Is Eager to the Sun, Bremerton, Wash. The 


ts | Chicago Tribune was presented 

to Visit Plants the Editor & Publisher plaque for 
promotion of classified advertis- 

New York — “Neighbors obvi-| ing. The James McGovern Memo- 
ously are eager to hear the story/ rial award, given to the publisher 
that the manufacturing plant) who does the most to promote 
wants to tell,” concludes the Na-| Classified advertising nationally, 
tional Industrial Conference | Vent to a A. Carrington 
Board, following its analysis of | °' © he Los Angeles Examiner. 


industry “open house” programs. ‘ 
The report, entitled “Industry ARF Appoints Warren 


Holds Open House,” indicates that} H. M. Warren, vice-president of 
18% of the companies employing | National Carbon Company, has 
over 5,000 persons regularly sched-| been named vice-chairman of the | 
ule days on which families ere ee Research Foundation’s 
al : oard of directors in New York. 
friends of the employes are 1-|Former director of the ANA, he} 
vited to visit the plant. ._ |also is a member of the founda- | 

More than 10.5% of companies tion’s technical committee. 


ACT NOW! 


to completely cover the many mil- 
lions of pleasure-seeking visitors to 
the World's Playground, Atlantic 
City. 


ACT NOW! 


for available rates and locations. 
Write to.... 


with 1-5,000 employes have adopt- 
ed the practice, as have 5.3% of| 
the companies with from 250-| 
1000 employes and 2.3% with 
fewer than 250. 

The survey shows that, more 
often than not, companies do not 
plan their open house to coincide 
with anniversaries or other special | 
occasions. The majority issue 
booklets explaining the processes 
and most of the companies plan 
to hold their visiting days at) 
times when the plant is regularly 
in operation. 


Classified Admen Elect 
Horn; Present Awards 


C. W. Horn, Los Angeles Ex- 
aminer, was elected president of 
the Association of Newspaper 
Classified Advertising Managers 
at the annual convention in Los 
Angeles June 14-17. Other officers 
elected are: T. Frank James Jr., 
St. Louis Globe-Democrat, st 
vice-president; Edward J. Dor- 
gan, Pittsburgh Press, 2nd vice- 
president; Worth Wright, Pasa- 
dena Star-News, 3rd_ vice-presi- 
dent, and L. H. Keller, Cincinnati 
Post, secretary. 

Three awards were made to 


A Technique for 
Producing \deas 
by 


James Webb Young 


Where do the moneymaking ideas 


anion timctar imi § "I here’s a lot more to it than this... 


pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question | 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the | 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative | 
people. He gives you the formula) 
which they consciously or unconsci- | 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor | ‘ 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors, | 
‘ollege professors, poets, advertising 
men, salesmen and business executives | 
who have read it. 


Send for your copy of A TECH-.| 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. | 


Advertising Publications, Inc. 


100 E. Ohio Street, Chicago 11, Hlinois | 


FILL IN AND MAIL THIS COUPON 
TODAY 

Advertising Publications, Inc. 

Div. 915 


Close cooperation between the salesman and his client is perhaps 
more important in Spot Radio than in any other form of advertising. 
For that’s how the vital decisions of this highly profitable and 
highly complex medium are made . . . and made correctly. 


But there’s more to the story than this . . . a lot more. For 
instance — there are things like the skill and experience of the Spot 
Radio representative. Without them even the closest cooperation 
has no value. But if the representative has the advantage of 
250 years of combined experience behind him . . . if he has the 
energy and persistence to learn about your business before he talks 
about his own . . . if he knows markets and market coverage 
as well as his own name... and if he can show you how to get 
maximum results from every penny you spend for radio advertising 
— he’s the kind of man you'll always want to do business with. 


In short, if he’s a Weed and Company representative 
he can guarantee you the same expert service that has proved 
so valuable to so many successful advertisers. 


00 E. Ohio St., Chicago 11, Ml. 
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The New York Evening Journal was 
born on September 28, 1896. After 
one year the Evening Journal had 
a circulation of 510,197—largest in 
the English-speaking world. It has 
never fallen below that figure. 
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Today, the Journal-American delivers 
the largest evening audience ever offered 


to a New York advertiser 


ope the days of the Spanish-American War and Lillian 
Russell—before the first New York Subway... even 
before the consolidation of the Boroughs into “Greater New 
York”— one evening newspaper has consistently ranked 
first in the choice of home-going New Yorkers. 


Throughout half a century the Journal-American has been 
the mainstay for family reading in the home. As New 
York has grown in size the Journal-American has grown 
with it. Today the preference for this one newspaper is 
even more pronounced. 


For today the Journal-American is greater than ever be- 
fore. Greater in size, with the largest evening audience 
ever offered a New York advertiser .. . over 711,000 families 
daily. Greater in influence, with more readers than the 
next two evening papers combined. Greater in selling 
power, with a circulation that reaches and stimulates the 
buying decisions of every member of the family. 


YOUR STORY STRIKES HOME IN THE 
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AN AMERICAN 


Six Months Circulation 
for period ended March 31, 1948 


* 
EVENING 


£11,469 


SUNDAY CITY 
AND SUBURBAN 


1,001,961 


SUNDAY TOTAL 


1,262,085 


ae 
— A 


A HEARST NEWSPAPER 


NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Branham Reports 
Local Newspapers’ 


Magazine Gains 


Reports Three More 
Due in October as 
Trend Accelerates 


| 


Quesec — Charles Branham, 
manager of general advertising, | 
Atlanta Journal, told the mem-| 


| been 


bers of the Newspaper Advertis- | 


ing Executives Association tha 
locally edited magazines in news- 
papers ranked third 
general linage in the newspaper 
supplement field.” 

The eight newspapers now using 
the locally-edited magazines are 
in Atlanta, Columbus, Houston, 
Indianapolis, Louisville, Nashville, 
New Orleans and San Antonio. 

Indicative of the linage gains 
of the group: With six newspapers 
in 1946, the magazine carried 2,- 
488,397 lines of local advertising, 
1,030,711 of national; in 1947, with 
eight magazines, they carried 3,- 


in 1947 “in | led advertising directors 


/newspaper markets have not been | 


| 
| 
| 
| 


‘of the need for training in selling | 


| 131% in physical area since 1939, | 


1947 output. Last year the U. S. 


received 61% of the world news-| 
before | 


print supply against 44% 
the war, he reported. Mr. Little 
said that in 1947 over-all supply 
was within 5% 
mand, although there may have 
instances where particular 
newspapers were underneath that 
figure. 


BLOOM LAYS DOWN 
TRI-POINT PROGRAM 


QuEBEC—The newspaper adver- 
tising executive has grown lazy 
and expects the Bureau of Adver- 
tising to do his work, Sam R. 
Bloom, advertising director, Dal- 
las Times Herald, told the NAEA 


t | here at its convention. 


He charged that easy linage has 
away 
from pavement pounding, that 
satisfactorily developed and that 
publishers have not been informed 


and advertising. 
He cited the growth of Dallas: 


266% in retail sales, more than 


1,600 new retail stores, and retail | 


linage on his paper up 53%. 
He says he hasn’t the staff to 
cover the burgeoning market ade- 


246,592 lines of local, 1,759,170 of | Gately, and “I doubt if there is 


national. The eight magazines 


a single newspaper advertising 


have an aggregate circulation of | Staff big enough—let alone good 


1,600,000—and they aren’t sold as|®m0ush—to do the job in any) 


a group. 
‘Reader Participation’ 


Mr. Branham thinks this is an 
advantage, because it “makes for 
flexibility.” 

Because the magazines are filled 
with local editorial material, he 
told the NAEA 
mated “reader participation,” in 
which readers were able to iden- 
tify themselves actively with the 
editorial content. He mentioned 
the purchase of reprint rights of 
articles by digest magazines as 


| 


city.” 
Other Media Doing Job 


He pointed out that the retail 
market is being increasingly cul- 
tivated by other advertising media, 
notably radio and outdoor. 

He rapped the publishers of 


they approxi- | newspapers, pointing out that al- 


of over-all de-| 


/, rady 


| 
| 
| ae 


j 


Just naturally sweeter 


(ne swyer added — no suger ceeded! 


| 
| 


We've been a-squeezir’ tree-ripened, ieclake 
sweeter TEXSUN Grapefruit for You! And now its 
for your Summer Drinkin’... Buy TEXSUN Today | 


of tyrone TERSUN CITRUS EXCHANGE 


wetaco YeRas 


| TEXSUN ACCENT—First ad in the summer series for Texsun grapefruit juice, 
product of Texsun Citrus Exchange, Weslaco, Tex., is this color page, which 
| appeared June 20 in the magazine sections of the Houston Chronicle and San 


Antonio Express and in This Week Magazine. The ad also will appear in the 
July 12 tssue of Life. W. B. Geissinger & Co., Los Angeles, is the agency. 


| to members. 
| There is likelihood of a “re- 
search clinic” to be held in Sep- 


though the ANPA had repeatedly | tember, to which NAEA members 


evidence of editorial competence. | 
Mr. Branham also disclosed that | 


Standard Gravure Company has 
reservations for three more lo- 
cally-edited magazines, which will 
begin publishing in the early fall. 


Duffy Urges More Data 


Ben C. Duffy, president of Bat- 
ten, Barton, Durstine & Osborn, 
told the convention that agencies 
are increasingly concerned with 
research. The rise in advertising 
costs make greater effectiveness in | 


condemned the ITU for lack of a 
larger apprentice -training pro- 


|gram, publishers have been not- 


ably lax in setting up a training 
program of advertising and sell- 
ing people. 

In Mr. Bloom’s opinion, more 


‘revenue from newspapers must 


come from advertising; per-copy 
prices have been raised to the 
limit, he believes. He told the 
admen they should tell their pub- 
lishers, “Boss, if you want more 
revenue, it’ll take more and bet- 
ter salesmen. If you want to 
build your paper, it will take 


more money for research and pro-| 


motion.” 


advertising mecessary, he _ said. RESEARCH REPORT 


One phase of greater 
effectiveness, he feels, is more} 
data on frequency and size in| 
newspaper advertisements. He be- 
lieves newspapers can 
effective in developing this data. 

Mr. Duffy, who came up the 
media department route to 
BBDO’s top job, regards media 
training as essential, and thinks 
that the multitude of advertising 
media now available to agencies 
demands creative thinking in the 
use of media. He lauded the Con- 
tinuing Study of Newspaper Read- 
ing, as well as pantry audits, gro- 
cery inventories, consumer panels, 
etc., which he called “of great 
value” to agencies. 


More Newsprint Seen 


Elliott M. Little, president of 
Anglo-Canadian Pulp & Paper 
Mills, declared that Canadian 
newsprint production in 1948 will 
be 150,000 tons greater than the 
4,500,000 tons produced in 1947. 
He also told the NAEA that during 
the first four months of 1948, ship- 
ments of newsprint to the US. 
were 6.4% higher than the similar 
period of 1947. 

Like most Canadian newsprint 
men, Mr. Little was inclined to 
view the “shortage” with a cynical 
eye. Actually, Canada’s 4,500,000 
tons of newsprint produced in 
1947 was 39% more than that pro- 
duced in the war years, he said, 
and reminded his listeners that 
the U. S. got 3,700,000 tons of the 


be more | 


advertising HITS RADIO LISTINGS 


QueBEc—The report of the re- 
search committee to NAEA’s con- 
vention disclosed that the research 
advisory committee is refusing to 
pass on research designed for 
intra-city competition, and that a 
substantial number of newspapers 
favor charging for listing of radio 
programs. 

Russell C. Harris, Buffalo Cour- 
ier-Express, told the group that 
the advisory committee has re- 
jected some newspaper research, 
but that the rejection was not 
binding on a newspaper; it may 
use the material if it wants to, 
even after rejection. He said that 
the committee has refused to con- 
sider research which was ob- 
viously to be used competitively 
within a city, and he urged the 
admen to submit their research 
projects for review, asserting that 
it would save needless work. 

Mr. Harris also disclosed that 
a survey of 365 newspapers, to 
determine views on charging for 
radio program listings, found 20% 
which plan to institute a charge. 

He mentioned two projects: 


'make his headquarters 
One is the standard market data| Hartman Theater building, 


will be asked to send their re- 
search directors. One of the clin- 
ic’s objects will be the formation 
of a standard glossary of news- 
paper research terms. 


Byer-Rolnick Appoints 
Hosking; Buys 2 Firms 
| Arthur N. Hosking Jr., formerly 
| vice-president of John B. Stetson 
Company and recently vice-presi- 
|dent of Prestige, Inc., has been 
| Raween a director and executive 
vice-president of Byer - Rolnick 
Company, Garland, Tex., maker of 
Resistol hats. He will make his 
headquarters in the New York 
office, where he will be in charge 
|of sales, distribution and promo- 
|tion. E. R. Byer has been made 
chairman of the board and Harry 
|Rolnick, president of the com- 
| pany. 

In addition Byer-Rolnick has 
|announced the purchase of Jersey 
Hat Company, Newark, hat body 
|plant, and Jay Lord Mfg. Com- 
pany, South Norwalk, Conn., hat 
| finishing plant. 


‘Standard Oil Retires 


Budde; Appoints Two 


J. H. Budde retired from 
| Standard Oil Company (Indiana) 
July 2, after more than 30 years 


with the company, the last 19 as| 


manager of the Milwaukee sales 
field. He will be succeeded by 
|L. W. Cameron, assistant general 
|manager of sales for the eastern 
| division with headquarters in Chi- 
| cago. 

| C. H. Lamoreaux, assistant gen- 
eral manager of sales for the 
northern division, will succeed 
| Mr. Cameron. 


‘Names McFeely 


| Monogram Radio Programs, 
Inc., has appointed Ralph S. Mc- 
| Feely as its representative in Ohio, 
| Detroit and Pittsburgh. He will 
in the 
Co- 


form, now being mailed to mem-| lumbus, O. 


bers of the Bureau of Advertis- 
ing, which will aid in complete 
newspaper data; the second is a 
series of questionnaires (sample, 
how to avoid crowding of food 
advertising on Thursday 
pages) which will shortly be sent 


| 


| ‘Finance’ Now Monthly 


| Publishing Company, 


Semi-monthly Canadian Fi- 
nance, published by the Home 
Winnipeg, 


beginning with the June issue. 


| Clark & Rickerd, Detroit, 
| been appointed to handle the ad- 
|vertising of Scripps Motor Com- 
food| becomes a monthly publication,| pany and Crawford Door Com- 
| pany, both in Detroit. 


Independent Radio 
Stations to Form 
Co-op Association 


Sr. Lours—A meeting of lead- 
ing southern, midwestern and 
western independent radio sta- 


tions has been scheduled for St. | 


Louis on July 7 for the purpose 
of establishing the “Association of 
Metropolitan Independents.” 

The new group probably will 
set up an exchange of information 
on management, programs, sales 
and promotion, and will seek ex- 
change of programs, group pur- 
chasing of syndicated transcrip- 
tion shows, and group market 
packaging. 

The meeting has been called by 
Frank E. Pellegrin, president of 
Station KSTL, St. Louis; Patt Mc- 
Donald, general manager of 
WHHM, Memphis; and Steve Cis- 


ler, vice-president of WKYW, 
Louisville, and WXLW, Indian- 
apolis. 


Invitations have been sent to 


independents in Atlanta, Birming-- 


ham, New Orleans, Houston, Dal- 
las, Tulsa, Los Angeles, San Fran- 
cisco, Kansas City, Des Moines, 
Milwaukee, Ft. Wayne, Cincinnati 
and Cleveland. 


Printers Will Get 
Aptitude Tests 


The commercial printing in- 
dustry will soon have a “tailor- 
made” set of aptitude tests to aid 


printers and vocational schools in| 


| the scientific selection, placement 
and advancement of personnel, 
Donald L. Boyd, president of 
Printing Industry of America, Inc., 
told the National Graphic Arts 
Education Association in New 
| York. 


'Grannis Joins KGO 
' Gordon Grannis, formerly with 
Station KSFO, San Francisco, has 


joined the advertising, publicity | 


and promotion department of Sta- 
'tion KGO, San Francisco. 


To Clark & Rickerd 


has | 
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GMA to Discuss 
Brand Prospects 
at White Sulphur 


| New Yorx—The “Future Out- 
'look for New Brands and for New 
Products” will be outlined by) 
/Paul S. Willis, president of Groc- 
ery Manufacturers of America at 
a mid-year meeting at the Green- 
-brier, White Sulphur Springs, W. 
'Va., July 12-14. Theme of the 
meeting, which is expected to at- 
tract 500 executives, will be “To- 
day’s Challenge in Grocery Mer- 
chandising.” 

Howard Gerhard, Independent 
'Grocers Alliance, will stress the 
need of wholesalers’ reducing 
overhead costs in order to supply 
retailers with merchandise at 
competitive prices. Forest Fraser, 
| Kroger Company, will describe his 
company’s results from emphasiz- 
ing advertised brands. J. Sidney 
Johnson, National Biscuit Com- 
pany, will present a case history 
of what manufacturers are doing 
to help retailers sell more adver- 
tised brands. Carl Dipman of 
Progressive Grocer will tell 
“What’s Going on with Retail 
Grocers.” 


Reports Scheduled 


Ken Stauffer, Industrial Surveys 
/Company, will report on ISC’s 
continuous study of consumer pur- 
chases. J. O. Peckham of A. C. 
Nielsen Company will report on 
|retail sales trends and inventories 
and estimate trends for the rest of 
1948. Donald M. Kerr, Curtis Pub- 
lishing Company, will tell relative 
national standing of brand names 
of 50 packaged grocery store 
items. 

A feature will be a report of a 
‘recent survey by an_ outside 
agency among 1,500 salesmen of 
GMA member companies, on what 
‘they think of their job, their 
bosses, and their company. 

Charles Wesley Dunn, general 
counsel of GMA, will report on 
legislation affecting the distribu- 
tion and sale of grocery products. 
William A. Dolan of Wilbert 
Products, New York, is program 
chairman. 


‘Lee to Pepsodent 
as Hedy Consultant 


Raymond Lee, formerly presi- 
‘dent and principal in Raymond 
Laboratories and recently vice- 
president of William R. Warner 
Company, New York, has _ been 
retained by Pepsodent division, 
Lever Brothers Company, Chicago, 
as a consultant in marketing Rayve 
shampoo and Hedy home perma- 
nent wave. 

Mr. Lee, who originated Rayve, 
will assume his Pepsodent duties 
immediately. 


Forker Joins Bennett 


Clay E. Forker, until recent!) 
production manager of Reuben H 
Donnelley Corporation, has jained 
Victor A. Bennett Company, New 
York agency, as an account ex- 
ecutive. He was formerly with 
Campbell-Ewald, Detroit; Batten, 
Barton, Durstine & Osborn, New 
York, and with Curtiss - Wrig't 
Corporation. 


Kalistron Picks Agency 

Blanchard Deco - Plastics, Inc.. 
the manufacturer, and United 
States Plywood Corporation, Ne. 
York, the distributor, have placed 
the advertising of Kalistron pla-- 
tic coverings for furniture, walls. 
etc., with Kiesewetter, Wettereu 
& Baker, New York. 


Estey Named V.P. 


Harold W. Estey has been a} - 
pointed vice-president im char; eé 
of sales of Pharmaceutical Prep::- 
rations, Inc., Buffalo. 


To Aikin-McCracken 


Phyllis Judson has been named 
media director of Aikin- M- 
|Cracken Ltd., Toronto agency. 
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Advertising Age, July 5, 1948 


WaASHINGTON—Not a single city 
or district showed a loss in dollar 
volume of department store trans- 
actions, as sales in the U. S. for 
the week ended June 19 rose 21% 
above sales for the corresponding 
week of last year. 

Reason for the apparent boom 
in early summer was Father’s| 
Day gift buying during the period. | 
The holiday came a week later 
than last year, and pushed the 
index to 310, to its fourth highest 
point of 1948. 

Historically, sales have fallen 
sharply after Father’s Day, and 
the index has dropped as much 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to June 19, '48* p310 
Week to June 12, ’48* p303 
Week to June 21, '47* .256 


Federal Reserve Figures on Department Store Sales 


Mo. of April, ’48....p303 
Mo, of April, °47..... 277 
|” @ BAS 285 


pPreliminary. 
*Not adjusted seasonally. 


— . 


as 100 points in the three weeks 
following the commercial tribute 
to “dads.” 

Highspot city during the week | 
was St. Louis, which chalked up 
a gain of 66% in dollar volume, 
as compared to the same week last 
year. The bloated figure, however, 
reflects in part the fact that sales 
last year were reduced because of 
a curtailment in public transpor- 
tation service. 

The city figure enabled the St. 
Louis (eighth) district to report 
a year-to-year rise of 49%. High- 
est “normal” rise was shown by | 
the Dallas (11th) district, up 38% 
over last year. Houston wound up 
in first place with a 59% sales in- 
crease. 

Only three cities reported gains 
of less than 10%: New Haven 
(8%); Baltimore (5%), and Syra- 
cuse (4%). 


Vr.-to-Yr. % Gain 
Mo. Week end. 


Federal Reserve of June June 
district and city Apr. 12 19 
UNITED STATES... 7 1 21 
Beston District .... 1 et) 18 
New Haven ...... 1 —13 8 
Ec ddwals e626 1 ~-5 18 
Springfield ...... 5 0 29 
Providence ...... 0 —N 16 
New York District... 6 rd 16 
ae --1 --1 20 
AAA ee 7 r—4 3 
. ».) Sree 0 16 
Rochester ....... 3 19 17 
SHPRCUBO .cccvics 1 4 4 
Philadelphia Dist... 6 3 17 
Philadelphia .... 0 3 17 
Cleveland District... 5 —1 23 
ere —-t 4 15 
Cincinnati ....... 2 on 21 
6 ae 6 --2 20 
Columbus ....... 8 —7 31 
EY Sa a owe vas 11 —5 24 
*ittsburgh ...... 7 6 25 
Richmond District... 2 1 11 
Washington ..... 5 3 14 
Sees” hi v.64 0 2 —1 5 
Atlanta District. . ae rl 30 
sirmingham ..... 5 _—) 45 
NE ocdeace Fe kt —=N 3 21 
Se Sah tese us 8 —2 29 
New Orleans..... 14 —) 31 
, _,.. Pre -—3 a) 33 
Chieage District. . 10 r—5 21 
 Viwas aaa 4 7 —s 22 
ndianapolis .....—2 --) 27 
MER A 6640266 0% 15 0 13 
Milwaukee ...... 18 2 28 
St. Louis District... 10 r6 49 
attle Rock...... 16 —R8 44 
P|) ee 13 2 31 
"FRSA oe ee 7 12 66 
ee 9 —2 29 
Minneapolis District & ? bd 
Minneapolis ..... 7 bd bd 
TET bs one cc bo 1 ° s 
Juluth-Superior.. 18 ® ° 
Kinsas City District 10 8 22 
Re ee 4 3 18 
Ge ea bes oes 12 3 19 
<ansas City...... 13 3 16 
Wc gox dbase --1 1 25 
)klahoma City... 16 18 26 
0 Oe ae 11 31 
kellas District..... 15 r10 38 
ae 12 0 23 
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|Waltham Elects Johnson |Ruberoid Boosts McCoy (To Brisacher Agency 


| Paul P. Johnson, executive vice- R. G. McCoy has been appointed Wilson & Geo. Meyer & Co., 
president of Waltham Watch Com- | advertising manager of Ruberoid| San Francisco, agricultural and in- 
_pany, Waltham, Mass., since; Company, New York. He has been| dustrial chemical house, has ap- 
March, has been elected president | with the company for the past 24| pointed the San Francisco office of 
of the company, succeeding Ira/ years, serving in the advertising| Brisacher, Van Norden & Staff 


x 


ee SS eae 31 25 59 Guilden. /and public relations departments. |to handle its advertising. 
San Antonio...... 10 19 43 | 
San Francisco Dist... & rs 17 
Los Angeles Area 1 11 10 
eee 5 7 26 
San Franciseo.... 0 1 25 REPLY- 0 ET TE do our 
. gl bg 12 12 16 L RS will y 
Salt Lake City... l1 ® ° 
me owe ae ik tis 3 9 21 selling job 


r—Revised. 
*Data not available. 


V MORE EFFICIENTLY 
V LESS EXPENSIVELY 


---------- 


Holley Agency Named : 


Crystal Research Laboratories, Segue 5 aie 
Inc., Hartford, Conn., manufac- THOSE WHO US Zz TO SAVE YOU TIME, send along the 
turer of electronic devices; has 


mation will enable us to answer your initial 
letter with helpful, understandable facts 
and figures. 


i isi : following information when you request The REPLY 
placed its advertising with Robert ! : AF 1s IN 
tT. samples: Frequency of mailings, average 
Ss So So . ™ size of mailings, type of list. This infor- We LETteR 


Gropper to Chernow 
Gropper Knitting Mills, Inc., has 
named Chernow Company, New 
York, to handle the national ad- 
vertising and merchandising of 
Gropper-Knit men’s ties. 
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Where's ™Y 
April issue? 


Po Where's my 
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ete 


pam Oe 


We don’t like the Chicago printers’ strike and neither do 
our readers. They want their PRACTICAL BUILDER, and no 
foolin’. Hundreds of them have written asking “Where is 
my April Issue?’’ We knew this would happen so we sent a 
notice of delay to our entire list. If we hadn’t we would 


aN 


- rae rt al ie 
timonial that can 


have been swamped. 

Here’s a calamity that turned into a colossal testimonial 
for PRACTICAL BUILDER, the magazine that 3 out of 4 
builders prefer. 

Top reader interest means top advertising value to you in 
the only practical magazine edited exclusively for builders. 


A 


INC. 


oe 29m Published by INDUSTRIAL PUBLICATIONS, 
Sad 5 South Wabash Avenue * Chicago 3, Ill. 
For over 30 years leading publishers to the Building Industry 


Also publishers of Brick & Clay Record, Ceramic Industry, Ceramic Data Book, Building 
Material Merchant & Wholesaler, Building Supply News and BSN Decler Directory 


ae, lene 


Rass build 


all 


pay to read PRACTICAL BUILDER than any other publication 
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Harris to Prentice-Hall 


Leonard R. Harris, former as- 
sociate editor of Varsity, New 
York, has been appointed pub- 
licity director for the trade book 
division of Prentice-Hall, Inc., 
New York, succeeding K. S. Gini- 
ger, who will continue as director 
of public relations. Dorothy M. 
McKittrick, who has been with 
Prentice-Hall since 1946, has been 
named publicity assistant for the 
trade book division. 


GF Adds Hyslop 
Hector J. Hyslop, formerly with 
McGraw - Hill Publishing Com- 
pany’s promotion department, has 
joined Diamond Crystal-Colonial 
salt division of General Foods 
Corporation, St. Clair, Mich., as 
associate advertising manager. 


Gets Wine Account 


Gibson Wine Company, maker 
of Golden Pheasant wines and 
champagnes, has placed its adver- 
tising with Ralph H. Jones Com- 
pany, Cincinnati. 


1014 LOCUST ST. : ST. LOWIS 1, MO. 


Andrade Named 
to Direct Coffee 
Council Ad Drive 


New YorK—Theophilo de An- 
drade, Brazilian economist and| 
newspaper man, has been elected 
president of the Pan-American 
Coffee Bureau. 


In this capacity he also heads 
the Coffee Advertising Council, 


|which has been allotted $2,000,000 


to promote coffee sales in this 
country. 

Others on the council are An- 
dres Uribes, Colombia, and Man-| 
uel Proto, Mexico, representing | 
the 10 coffee-producing countries | 
of Latin America which belong to 
the bureau, and three members of 
the National Coffee Association, 
representing the coffee industry of 
the U. S. They are J. K. Evans, 
General Foods Corporation; F. W.| 
Buxton, American Coffee Cor-| 
poration, and W. F. Williamson, | 
secretary-manager of the associa- | 
tion. 


Member countries of the Pan-| 
American bureau are Brazil, Co- 
lombia, Costa Rica, Cuba, Domini- 
can Republic, El Salvador, Guate- 


mala, Honduras, Mexico and Ven- 
| ezuela. 


Drive to Start This Year | 


| The campaign will get under 
| way, through Federal Advertising 
| Agency, probably in late 1948. The 
executive council will 
New York soon. 
American Coffee Corporation, of 
which Mr. Buxton is an execu- 
| tive, is an affiliate of A&P, larg- 


|est coffee importer. General Foods | 


jand A&P are estimated to spend) 
$7,000,000 annually to advertise 
| coffee. 


|INDUSTRY ISSUES BOOKLET 
ON COFFEE SURVEY 

New YorK—The Joint Commit- 
tee of the Restaurant and Coffee 


meet in| 
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public - be - understood period 
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| Edward L. Bernays. 
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Industries here has published a/do not want point-of-sale, display | 


|48-page booklet entitled, “A Re-/or other such material.” 


port on Coffee in Public Eating| exception to lack of interest in | 


Places,” setting forth results of al 


jmational survey of equipment, 


practices, problems and needs of | petizing 


restaurant operators with respect 
|to coffee, its brewing and service. | 
| The booklet is the first step in 


|@ program sponsored by the Na-/ing the best possible job in sell- 
tional Restaurant Association, Na-|ing all the coffee possible.” 


| 


tional Coffee Association and Pan- study showed that the percentage | 


American Coffee Bureau to 


in- lof 


;crease the coffee market in res-| coffee as an item ranges from 65 


"A valuable 
contribution to 
Advertising 
Art" 


. SAID A LEADING ART DIRECTOR 


COLLINS, MILLER 


Copies of this portfolio, 
containing demonstrations 

of art techniques by experts, 
are still available . . 

with our compliments . . . 

to professionals in the 
graphic arts. Write for a copy 


on your business stationery to: 


. 


& HUTCHINGS, Ine. 


207 No. Michigan Avenue, Chicago 


} 


| procurement of coffee, sources and 
|temperatures of water, 
| . 

/procedures and care of equip- 


brewing | 


ment. It showed that 39% of res- 
taurateurs— the largest single 
group—get about 50 cups from a 
pound of coffee, using two and a 
half gallons of water. 

Next highest group, 30% got 60 
cups, using three gallons. per 
pound. 


Gets Bakery Account 


} 


| 


Schafer’s Peter Pan Bakeries, 
Inc., has appointed Wolfe-Jickling- | 
Dow & Conkey, Detroit, to handle | 
its advertising. Newspapers, radio, | 
outdoor posters and trade publica- 
tions will be used to promote a_/| 
line of five types of bread and 
sliced buns. Schafer’s operations 
extend through Detroit and seven | 
other Michigan cities. 


Dairy Pool to O’Brien 
O’Brien Advertising Ltd., Van- 
couver, B. C., has been named to | 
direct the advertising in British | 
Columbia, of Dairy Pool, Sas-| 
katoon, Sask., marketer of Prim- | 
rose cheese. 


To West-Marquis 


West-Marquis, Inc., Los An- 
geles, has been named to handle | 
the advertising of Fluor Corpora- | 
tion, Los Angeles, constructor and 
engineer. 
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war, but ranked second to the| Ward Promotes Sahloff 


1/1944 output of 2,800,000,000 
|pounds, er mere than 2 ‘pounds |, W. H. Sahloff, assistant general | 


'U. S. Sweet Tooth 


: HEAR more naturally 


na. Bites $1 Billion . annie. erchandise manager of Mont- 
. eee x | pe pi gomery Ward & Co., Chicago, has 
» wy — ee. — Ps Galena been elected vice-president of the 

w % from 0 , irom) company and made merchandis- 
reet ’ Telex 99 $687,000,000 to an estimated $930,- Publisher Incorporates | ing anions He joined Ward’s in 
any, > FE er I 000,000 at the wholesale level—| _ Builders Topics Publishing 1949 as manager of the house- , 
boo pnd pred Peon ett which would bring the retail vol- bag: er 4 nae, Ben Se -s agar | wares division. : 
f 23 ume for last year above the $1- $100 000 “The — publishes | 
as of billion mark, George F. Dudik/ Builders’ Topics, a national 
ard of the Department of Commerce! monthly trade publication for car- 
told the National Confectioners| penters, launched in February. 
Dr. Association in convention here. —_—__—__—_ 
pro- Mr. Dudik’s talk summarized| Changes Issue Date 
Uni- preliminary data for the 1947 is- The weekly Journal of Hom, Tell us about your 
the sue of “Confectionery Sales and| »ercee “Import Bulletin,” previ- | offer and we will 
is a SMALLEST—Telex, Inc., Minneapolis, is Distribution,” sponsored each year| ously published on weekends, has SINCE 1899 | voduntidcnd suits. 
story using newspaper ads like this and direct | Dy the NCA. |changed its issue date to Thurs- le fj : 
mail to introduce its Telex "99" hearing Last year’s expanded sales, he days. ‘The Key to able lists. 
‘aces I aid, which fits in the ear. Campbell- | explained, were largely due to —_—_— i. 
at of Mithun is the agency. higher prices, but they also rep- ‘Star’ Names Judges bs Ss. 
The aap oe ae resented larger candy volume. The | Ronald A. Judges, formeriy od- as 
10th Telex Hearing 1947 output was estimated at| vertising manager of the Beacon- ; MAIL SELLING 
med . eabe two billion pounds, or 18 pounds| pergid Stratford, Ont., has been | 
i the Aid Now Fits per capita. This was two or three named manager of retail sales of | GUILD COM PA N iy 
>riod ; ‘ pounds per capita larger than pre- the Montreal Daily Star. (ee NEE, NN. 
s olin the Ear 
ophy MINNEAPOLIS—Telex, Inc., man- 
ngth,§ ufacturer of hearing aids and 
‘ts a electro-acoustic equipment, is ; / 
slop-§ launching a national newspaper a 
nsel-f and direct mail campaign to in- 4 LA N KE TS ] » 7h 
/ jn-§ troduce its new one-piece, high- 4 ' 
hich § fidelity hearing aid, the Telex 
te. | “99,” which features for the first 
time in the industry a receiver The Ki | t ne y Bi 
that can be worn inside the ear neal 

k opening. eee of Gi a Gi af 


ates Scheduled in newspapers in key | 
inted§ cities throughout the country will) 
otion§ be 1,000, 500, 300, 140 and 56-line U Irnld 
Cor-f insertions disclosing the develop- | Neti eee 
r off ment of the instrument that makes | _ 
possible “hidden” hearing for the | ea : 
deafened. | = 
The principal direct mail piece = 
ane is a broadside simulating makeup 


“has and content of a regular eight- | 
column newspaper page, spot-. 
lighting the improvements in| 
hearing aid design and manufac- | 
ture. Copy emphasizes comfort, | 
beauty and electronic achieve-| 
ments of the new instrument. 

The new hearing aid is said to 
make use of the first commercial 
application of plastic as the base, 
\. for the printed circuit. 

Telex has hearing centers lo-| 
cated in 250 cities in the U. S.| 
and Canada with distributors in| 


"s § Europe and the Orient. 
| Campbell-Mithun, Minneapolis, 
is the agency for Telex. 
\N —_—_——_ 


Durstine Agency Names | 
Mahan and Martin | 


S. D. Mahan, formerly director | 
of advertising and public relations | 
for the Crosley division of Avco| 
Mfg. Corporation, has been ap-| 


W. B. Martin 


S. D. Mahan 


pointed merchandising director of 
Roy S. Durstine, Inc., Cincinnati. 
Walter B. Martin, who for the 
past two years has been copy chief 
in the Chicago office of Maxon, 
peas has been named in charge of 


OW-LAND’S banks are bulging with money— its 
farmers are the richest in the world. W hat a market 
for whatever you have to sell! 


And in this market—WOW can do your advertising 


Durstine’ s creative services in Cin- job ALONE! 
cinnati 

as ree remennel Call your nearest John Blair office or Webster 3400 
Chicago Admen Elect in Omaha. 


L. M. Bennett, advertising man- 
eager of LaSalle Extension Uni- 
versity, has been elected presi- 
cent of the Chicago Advertising 
Executives Club. Other officers 
include: Harvey Steen, vice-presi- 
cent; Daniel J. Boone, secretary, 
end Earle Heffley, treasurer. 


Morton Appoints Bruck 


Morton Mfg. Corporation, 
Lynchburg, Va., has appointed | 
Franklin Bruck Advertising, New 

York, to handle advertising for 
Snow White cosmetics. 


96% (717 out of 80) NBC shows have 
better Hooperatings on WOW than they 
do nationally! 
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Says Wages-Fund Theory | 
Is a Thing of the Past 


To the Editor: You may assure | 
Andrea C. Froelich [AA, June 21] | 
that the contest I announced) 
through your columns some issues | 
ago, sans-Corner and female 
though she be, is open to her. | 
All she need do to win is explain 
the lucid facts written into the) 
Westinghouse ad discussed in the 
Creative Man’s Corner April 26. 

A more recent ad that appeared 
nationally, and written perhaps 
by the same quasi-economist (I’m 
not lisping) explains that it costs 
industry $6,000 (or some such 
amount) to provide labor with a 
single job. At the moment I do 
not recall the exact words that 
made up the headline, nor even 
the sponsor of the ad, but per- 
haps the editors of AA can refresh 
Andrea’s mind. Now, if Andrea 
the phylus-phancier, or any other 
creative man/woman will explain 
that ad logically, I shall be glad) 
to add the following items to my 
original prize-offer, and present 
them to the winner: (1) a free 
pass that will be honored in every | 
public library and museum in) 
the country; (2) a hundred-acre | 
plantation site in Brazil; (3) a/| 
lock of my hair. The last enu- | 


are welcome. 


merated prize is necessarily lim- 
ited. 

Seriously, the ad referring to 
industry providing jobs is espe- 
cially annoying to me because it 
unwittingly tends to spread a 
typical Communist fallacy, i.e.: 
wages are drawn from capital. 
This doctrine, known to political 
economists as the Wages-fund 
theory (1830-1870) was aban- 
doned as invalid about 80 years 
ago. It is hardly likely that it is 
taught as sound political economy 
in any of our universities. In es- 
sence, the Wages-fund theory 
postulated: the rate of wages de- 
pends upon the ratio between the 
amount of capital available and 
the number of laborers. In the 
very nature of things, it becomes 
evident that an amount of capital 
cannot determine either a rate of 
wages or the number of jobs pro- 
vided. 

PHILLIP GRANT, 
New York. 


Vie 


Thought Twister 

To the Editor: If you 
thought twisters, here’s one: 

Speaking of “milline,” why use 
it as a basis of comparison, when 
it doesn’t compare? 

Let us suppose for instance we 


like 


Only one 


of the two most intensely 


read magazines in the world* is 


available for 


your advertising. 


In Coronet, the difference 
in thorough readership between 


lead-off article and last 
article is only 16%! 


So wherever 


your advertising 


appears in Coronet, it 


gets preferred position —and 


that’s 


just part of your 


Coronet Bonus! 


*Coronet and 
Reader’s Digest, U.S.A. 


2,500,000 quality circulation 


One has a circulation of 1,000,000, 
and the other only 40,000. 

In order to get a total circula- 
tion of 1,000,000 by the use of 
the paper with 40,000 circulation 
we must use that paper 25 times. 

Which makes for the most effec- 
tive campaign, one time in the 
paper with 1,000,000 circulation, 
or 25 times in the newspaper with 
40,000? In other words, will one 
insertion in one newspaper pro- 
duce more business than 25 ad- 
vertisements in another? 

Which amounts only to an an- 
nouncement, and which amounts 
to a continuous campaign? 

FRANK G. HUBBARD, 
Assistant to the Publisher, 
Gary Post-Tribune, Gary, Ind. 

vvy,Y 


Says Scott's Is 
Highest Lighted Sign 


To the Editor: Readers, par- 
| ticularly of your type of special- 
/ized publication, like to keep in- 
formed, and here’s one for them. 

The highest illuminated sign is 
not on the Empire State building 
or any other skyscraper, it is not 
on Pike’s Peak, but on a building 
in the city of La Paz, Bolivia, 
12,400 feet above sea level. It is 
on the Prado (city’s meeting 
place), and advertises Scott’s 
Emulsion, also the fisherman 
trademark, in illumination. Yes, 


the highest illuminated sign in the | 


Western Hemisphere is in La Paz, 
Bolivia (perhaps highest in the 
world). 
A. A. STARIN, 
Advertising Manager, Scott & 
Bowne, Bloomfield, N. J. 


A ae. 


Ford Dealer's Service 


| Is ‘Motorists’ Choice’ 


To the Editor: When Lewis F. 
Brown, Inc., well known Detroit 
Ford dealer, advertising nation- 
ally as well as locally, asked for a 
new approach on nis service ad- 


have two newspapers to compare. | 
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LEW BROWN 


FOR PRESIDENT? 


Can any major political party risk not nominating Lewis 
*. Brown, Detroit's nationally known Ford Dealer, for the 
nation’s highest office? This is a question haunting astute 
politicians and elder statesmen as they pensively pluck 
their beards in smoke-tilled hotel rooms of convention cities. 


And what of this man Lewis F. 
Brown? Well, to begin with, rather 
than being known as a dark horse, 
he would prefer to be thought of as 
a “Dark Ford.” Out in the grass- 
roots country at East Grand Boule- 
vard and McDougall, where he keeps 
his genuine Ford Parts and Genuine 
Ford Mechanics, Lew is known as a 
man of simple tastes, and great 
fondness for children. Never one to 
risk the chance of having a potential 
constituent take umbrage at his ac- 
tions, Lew, although he has never 
stated his views on woman's suffrage, 
is known to remove his hat in the 
presence of a member of the fair sex. 


Further, although there is much 
uncertainty as to Lew Brown's views 
on many vital issues, it may be safely 
stated that he is wholeheartedly in 
favor of the passage of the Mende- 
lian Law, and is a sincere believer 
in the theory of prosperity for all. 
Independent political dopesters and 
members of the press are in com- 
plete agreement that Lew would 
certainly get the nomination on the 
first ballot if the delegates had ever 
had their cars serviced at Lew 
Brown's. 


A man who has never been known 
to go back on his promise to a cus- 
tomer, Lew has often proclaimed 


Qc 


the fact that a quotation offered by 
any of his service people is a con- 
tract, that he will make no extra 
charges, only the one low price 
promised to a customer before work 
has begun. It is this bzsic tepet, ob- 
servers concur, that makes every 
Lew Brown customer a regular cus- 
tomer, and a customer so satisfied 
with Lew Brown's common-sense, 
down-to-earth-prices that Lew earns 
their loyalty. 


Interesting to ncte, too, is the fact 
that although there is a striking sim- 
ilarity in names, Lew Brown is not 
in any way related to Lew Wallace, 
the Civil War general who penned 
the immortal Ben Hur. 


One may ask: Are the above 
enumerated qualifications sufficient 
to make Lew Brown the people's 
choice for the Presidency? And the 
answer comes back resoundingly— 
“NO!” But as simple, modest, unas- 
suming Lew Brown would be the first 
to admit, it certainly makes his em- 
porium the logical place to have 
your car, especially Fords, serviced; 
his work and his prices are guaran- 
teed! Come in, fellow citizens, any 
weekday or night up till midnight 
and Lew, the motorists’ choice, will 
be here to shake your hand. 


AND A TIGER 


vertising we presented him with 
the enclosed ad. 


This ad which you may find in-| 


teresting, ran in the three Detroit 
papers, the News, Times and Free 
Press on Wednesday, June 23, to 


nating speeches in Philadelphia of 
that day. 
FRANKLIN M. WALKER, 
Account Executive, William I. 
Denman, Inc., Detroit. 


ee 


It's WNHC, New Haven 

To the Editor: Tch-tch! Cor- 
rection: please! On Page 68 of the 
June 14 issue you refer to us as 
WNBC-TV. 

New Haveners will resent that 
—they’re very proud of WNHC- 
TV, the 250-watter that has come 


tie in with the Republican nomi-| 


up with one of the smoothest TV 
|operations in the country—the 
station that went on the air the 
ate we aimed at. 

VINNIE CALLANAN, 
Elm City Broadcasting Cor- 
poration, New Haven, Conn. 
> |. 


Twins Seem Overworked 

To the Editor: Ordinarily, the 
|ill manners of little people don’t 

bother us. 

I think, however, you will agree 
‘that the enclosed is a little on the 
nauseating side. 

W. R. Forrest, 
Executive Assistant, Foote, 
Cone & Belding, Chicago. 
[Editor’s Note: FC&B handles 
| Toni permanent wave advertising, 
whose sensational success has 


Leads 


* ABC Pub. Statement March 31, 1948 


The Beacon 


In Cireulation 


IN WICHITA 
IN SEDGWICK COUNTY _ 

IN RETAIL TRADING ZONE 
IN KANSAS, and 
IN TOTAL NET PAID 


*37,750 More Daily, *50,240 More Sunday Than Cur Competitor 


in Reader Interest 
in Circulation 
in Advertising 
in News Coverage 


RATES: Daily 20c, Sunday 24c, Combination 36c, Sunday Magazine 


Section 26c, Financial 


« Complete Merchandising 


including personal calls on retail stores and wholesalers; introducing 
salesmen to key buyers: trade mailings including letters, bulletins, 


broadsides and post cards; installing 
terial; making trade surveys; soliciting 


tion upon request. 


oint-of-purchase display ma- 
ealer tie ins. Other coopera- 


THE WICHITA BEACON 


KANSAS’ GREATEST NEWSPAPER 
Represenied Nationally by Lorenzen & Thompson, Inc. 
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Wid baie her Ue Toree:” Which “win Used. Zee | 


(And which hee the beasty choy permanent’ See apewer below, 


TO RECOLOR HER HAM? 


largely been built around the 

“Which Twin has the Toni”) 

theme. ] 
vvy 


NBC Covers Democratic 


Convention, Relaxes 

To the Editor: Preparedness is 
an admirable thing .. . and NBC 
certainly got here “fustest with 
the mostest” as far as the political 
conventions are concerned. Their 
latest direct mail piece, “All Over 
Again,” reached my desk on June 
17, with the following happy an-| 
nouncement: 

“NBC’s biggest political cover- 
age job drew to a close in the 
last moments of the Democratic 
Convention of July, 1948. Phila- 
delphia’s cotton-wool heat was 
settled down for the summer; the 
Republicans had left a_ sticky 
month before. Now NBC 
could relax.” 

In this quiet and companionable 
mood, NBC showed W. F. Brooks 
watthing “tons of radio and tele- 
vision equipment” being carted 
from the hall, where “‘all the color 
and excitement of selecting presi- 
dential candidates have been 
beamed to millions of listeners 
and viewers.” 

On the facing page, “Robert 
Trout, John MacVane and W. W. 
Chaplin rest after their final tele- 
vision news roundup in NBC’s 
Convention Hall newsroom, where 
they have been talking with con- 
vention leaders through busy days 
of exclusive’ interviews plus 
political scoops and news sum- 
maries.” 

When 


it came to actual nom- 
inees, however, NBC discreetly 
folded its hands and looked at 
the ceiling. Was Eisenhower 
drafted? Did Vandenberg agree 
to run? NBC knew all right, but) 
the mood of intimacy had passed. 
America’s No. 1 network just 
wasn’t telling. 
ANNE ZELLER, 

Advertising Manager, The 

Tanglefoot Company, Grand 

Rapids, Mich. 


woe | 
Plans to Send Agencies 


Public Relations Story 


| 
To the Editor: Would appre- | 
ciate permission to reproduce) 
Henry Obermeyer’s article on | 
“Unification of Advertising Pub- 
lie Relations” in your excellent 
publication, June 21, 1948. 
Would like to direct mail this| 
piece to agencies all over the 
West, which need it badly. 
Epwarp J. FLYNN, 
Edward J. Flynn & Asso- 
ciates, Los Angeles. 


i a, 
‘Fit’ Copy Is Success 


for Mt. Rock Coats 


To the Editor: The Creative 
Man’s Corner of May 31, in which 
he discussed a Timely Clothes ad- 
vertisement, was of particular in- 
terest to us because it concerns an 
important phase of our business, 
épparel advertising to men. 

In our opinion, a campaign 
which is constructive and informa- 
tive is found in the work being 
Cane by one of our clients, Levy 
Brothers & Adler, maker of Mt. 
Rock coats. 

To support this contention, we) 


—=§ enclose several proofs of both na-' 


tional and dealer tie-up advertis- 

ing from the Levy Brothers & 

Adler campaign for fall, 1948. 
The “They Fit” story presents 


a positive, understandable 


| York, 


|A. H. Fensholt, Fensholt Company, | 
Chicago; H. L. Fisher, Rickard &| 


idea. |Cann-Erickson, New York; Lewis 


W. J. Staab, Fuller & Smith & 
Ross, Cleveland; Kenneth R. 
Sutherland, Sutherland - Abbott, 
Boston; O. S. Tyson, O. S. Tyson 
New York—The American As-|& Co., New York; Bronson West, 
sociation of Advertising Agencies|Bronson West, Advertising, St. 
has enlarged its committee on|Paul; Harold Wilt, J. Walter 
business papers. The chairman is| Thompson Company, New York, 
E. A. Elliott, vice-president of|and Kenneth Godfrey of the Four 
Campbell-Ewald Company of New | A’s, secretary. 
and the vice-chairman is| ——e 
Arthur R. Mogge, president and| J, A, Agency Moves 
seg, Fad AA elit eee?| The Lockwood-Shackelford Ad- 
” . . | vertising Agency, Los Angeles, 


Four A’s Enlarges 
B. P. Committee 


| | ex-officio member of the Four A’s| has moved offices to its new build- | 
— |committee on media relations. 


ing at 2001 Beverly Blvd. 
Members of the business paper | ne 
committee are H. E. Cassidy, Mc-| WTIC Shifts Peterson 
Carty Company, Los Angeles; | 
newsroom of Station WTIC, Hart- 
ford, Conn., has been made a 


Co., New York; W. A. Fricke, Mc- member of the station’s sales staff. 


Further, the “fit story” is sup-|Happ, Batten, Barton, Durstine & Perry Promoted 


ported by brief, direct reason-why | Osborn, New York; James J. Mc- 
copy, and simple illustrations, we| Mahon, James J. McMahon, Inc., 
might add. After reading this ad- | New York; E. S. Pattison, G. 
} Beaters Company, 


vertisement, the consumer has in- 
telligent reasons for buying a Mt. 
Rock coat, as well as learning | 
some of the things to look for in| 
a coat if he wants to be assured | 
of proper fit. 

When Phil Kolb, advertising di- | 
rector of Levy Brothers & Adler, | 
developed this theme, he was fol-| 
lowing his contention that there 


‘W THEY'VE GOT MY PICTURE INSIDE... 


(Figg ft/ 


That's why they FEEL as good as they LOOK!" 


Meet the famous Mit Rock gost oo the 
label of the smartest, Gring-ew con 
you ever refused to take off 


CAMEL'S 


divides by 


HAIR —Fevorne of 
the man who 


$125... Other Me. Rock coat ot $50 
to $120. 


DEALER'S NAME 


FEATURING EXCLUSIVE FABRICS BY ARDSLEY, CEREY, CONTINENTAL AND WORUMBO 


is more to men’s apparel adver- 
tising than bland suggestions of 
movie star or top executive ap- 
pearance ... that the ads should, 


in simple words, tell the consumer | 


what the product would do for 
him. He wanted a direct and be- 
lievable story about merchandise 
facts which contributed to ulti- 
mate appearance. 

In our opinion, and in the ac- 
tual retail sales figures, this cam- 
paign does just that. 

E. AUSTIN BYRNE, 

Byrne, Harrington & Roberts, 

Inc., New York. 


"= = 


Wants to Catch Up 
with Springmaid Story 

To the Editor: On Page 58 of 
ADVERTISING AGE for June 21, 
1948, I note that one of your 
readers is considerably exercised 
over your editorial of June 7, 
concerning the Springmaid line. 

Unfortunately, I did not keep 
that particular issue of ADVERTIS- 
ING AGE, and now I am consumed 
with curiosity over this copywrit- 
ing which has so disturbed Mr. 
F. X. Curran. 

I note that you, too, have de- 
plored the phraseology used in 
Springmaid advertising, and am 
wondering what the commotion is 
all about. 

At your convenience, could we 
have a copy of your editorial com- 
ment, as published in the June 7 
issue? 

C. ALLAN CAVEY, 

Assistant Director, Promotion 

Advertising, Bohemian Dis- 

tributing Company, Los An- 

geles. 


Joseph P. Perry, associate pro- 
duction manager, has been named 
M. | head of the premium department 
New York; of Tatham-Laird, Chicago. 
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Ellis Agency Appointed 


Oscar’s Beverages, Buffalo, has 
j}appointed the Buffalo office of 
Ellis Advertising Company to 
handle its advertising. News- 
| papers will be used. 


' 


To Bozell & Jacobs 


Bozell & Jacobs, Inc., (Indiana), 
Indianapolis, has been named to 
direct the advertising of Aceto- 
gen Gas, Inc., Indianapolis. 


Gelula Names Brinker 


Edgar S. Brinker has been ap- 
pointed head of the photographic 
department of Abner J. Gelula & 
Associates, Philadelphia. 


Ernie Peterson, an editor in the’! 


POINT OF SALE 


ADVERTISING 


| Colorful - Self Adhesive - Cellophane, Processed 
i Rolls. Easy to buy - Easy to apply - used for 
Packaging -Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 
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BUSINESS 1S LIKE A WHEELBARROW ... (7 
STANDS STILL UNLESS SOMEONE PUSHES IT. 


No.7 PLAIN | 
“HORSE SENSE” 


No 
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of Automotive Publications 


To push sales in the automotive 
Service industry, advertise in 


.»»Homer Martin 
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First in paid circulation - - First in readership 


First in reader response 
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New PR Manual 
Goes to Oil Firms 


New York—The oil industry is 


receiving a new public relations| 


manual, the work of the Fred El- 


dean organization for the Ameri- | Presents your message just as you | | president 


can Petroleum Institute. 


Designed for company use, the | peated as often as desired.” Where! report for the year ended March | 
material| 3) that the nation’s baby foods | 


manual is divided into organiza- 
tion; relations with employes, | 
stockholders, land owners and roy- | 
alty owners; 
public; 
munity, 
press. 


and relations with the} 


“No industry of beseeerehiio size | (editors and reporters) you can/cyrrent year, 


| down—along with a good deal of 


basic material which should be 
helpful to the man who knows no 
|more about a newspaper than its | 
single copy price. 

Of advertising, the manual says | 
it “has one big advantage: it| 


| Peeperes it (and) may be re-| 
|editors sniff at news 
companies would like to see pub-| 


‘lished, the manual says briefly, “It | 


tion of any particular news item. | 
If you don’t agree with them 


Gerber Predicts | 


'$153,000,000 Sale 


for Baby Foods 


FREMONT, Micu.— Dan Gerber, 
of Gerber Products 
Company, predicted in his annual 


would reach $153,000,000 
year. Of this, 


sales 
| this 


The company’s sales—still ris- 
ing—totaled $29,559,180 for the) 
as compared with) 


and breadth of operations touches | always print the material as ad-/¢90735,179 in the year before. | 


and affects the lives of the gen- 
eral public more closely than does 
the oil business,” the manual 
notes, and urges the elimination | 
of misunderstanding and the em- 
phasis of (1) the establishment 
of prices by competition among 
the 34,000 companies of the in- 
dustry; (2) effect of taxes on re- 
tail oil prices; (3) the industry’s 
good employe relations, and (4) 
scientific and economic progress 
within the industry. 


Helps in Evaluation 


Press relations are described, 
and best methods of contact laid 


cay MIMEDGRAPHING IMEOGRAPHING 


"THE ae Cav TEA SHOP, Inc. 


431 8. Dearborn St., Chicago 5.1linois 


| vertising.” 
The manual includes a check | 
‘list for public relations, which en-| 
lables a company to evaluate its 
program. 


McGraw Appoints Kane 
Robert F. Kane has been ap-| 
pointed public relations director | 
of F. H. McGraw Company, Hart-| 
ford, Conn., construction firm. He 
will make his headquarters in the 
company’s New York office. 


-Tanton Joins F&P 

| Charles R. Tanton, formerly di- 
|rector of media and merchandis-| 
ing for Norman A. Mack, Inc., 
New York, has joined French & | 
Preston, New York, in a similar 
| capacity. 


F roggatt Names Raf 

| Raf Advertising, Inc., New 
| York, has been appointed to direct 
‘the advertising of Joseph Frog- 
gatt & Co., New York, consulting | 
actuary and auditor. 


Earnings, meanwhile, 
from $272,656 to $2,095,668. 

While the price of all foods has 
risen 110% since 1941, Mr. Gerber 


said, the price of Gerber baby 
foods has risen only 23% in this 
period. 


The company is working on a 
new method of canning baby 


| 
| 
| 


foods. 


Pepticin to Shaw 

The Pepticin Company, 
Rutherford, N. J., maker of Pepti- 
cin tablets for relief of digestive 
distress, has appointed Shaw As- | 
sociates, New York, to handle its 
advertising. 


‘Fortune’ Ups Price 


Effective with the July issue, | 


Fortune, New York, increases | 
its subscription rates from $10 to) 
$12.50 for one year; from $15 to. 
$19 for two years, and from $20 | 
to $25 for three years. The single | 
copy price will be raised from $1) 
| to $1.25. 


TEENS ARE PEOPLE 


/ | 


—by Amgal 


“Dad, talk about Big Business ... it’s right here in my magazine!” 


Many famous names in industry have advertised for years to 
the responsible teen and sub-teen readers of The American 
Girl. Here’s just part of the record . 


Among others who have joined the parade are: 


For 15 years or more: 


SINGER SEWING MACHINE CO., 


23 years 


HYNSON, WESTCOTT & DUNNING, INC., 


16 years 


AMERICAN TEL. & TEL. CO., 


15 years 


Brown Shoe Co. Corona Typewriters Underwood Typewriters 
Coca Cola The Sweets Co. of The Borden Co. 

Bates Fabrics America, Inc. Ford Motor Co. 

Best Foods Int'l Cellucotton Nehi Corp. 

Association of Products Co Arnold, Schwinn & Co. 


Curtiss Candy 
General Electric 
Swift & Co. 


American Railroads 
Eastman Kodak Co. 
Personal Products Corp. 


A.G. Spalding Co. 
Wilson Sporting 
Goods Co. 


You'll know why they’re all sold on The American Girl when 
you, too, are seen by our big, sound-income audience in. . . 


aac al 


155 East 44th Street, New York 17, New York 


MAGAZINE 


Published by the Girl Scouts of the U. $. A.—for all girls 
Guaranteed Average Net Paid ABC circulation —450,000 


Multiple readership 1,700,000 


apparently, | 
relations with the|is seldom worth while to incur| Gerber would provide about one- 
relations with the com-| editorial ill will to gain publica-| foyrth. 


increased | 
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Oe SO OF OO OO SO TO SO 


The Creative Wan? Corner 


This is apparently the first of a series of ads that the 
Swiss Federation of Watch Manufacturers will run in this / 
country. It is certainly done tastefully and with a high de- j 
gree of technical skill. : 

Undoubtedly many considerations keep it from being / 
stronger than it is—a fear, for example, of possible retalia- / 
tion from the manufacturers of American watches. Aside, j 
however, from the fact that it resembles very closely the : 
Bell System advertising, the Corner finds it vaguely disap- f 
pointing—as it finds most association advertising disappoint- / 
ing—such as the new campaign of the Jewelry Industry j 
Council. Association advertising, satisfying as it must the 


ee 6 re 0 0 Oe er OO 6 er re 


East | 


| 
| 
| 


This is the time that counts... 


FOR 4 GIFT to chensh—none 1s more perfest than a watch 
Your jeweler has a wide chaice w show you, 
achievements of the shill of free craftsmen 

of Amenca and S 
on two continents. And, no matter whai the make 

of your watch, it can be repaired econoarieally and promptly, 
thanks to the efficiency of the modern jeweler. 


AS YOR GRADUATE, and go iato the world, son— 
may thes watch guide you, 

and help you make the very most of ume, 

help you give to life the very fullest 

of your effort and understanding 

And aij sucerss w you—on the threshold of a future 
that waits for you to make ut what you will 


j viclewt ci. 


For the gifts you'll give with pride—let your jeweler be your guide 
The WATCHMAKERS OF e@ SWITZERLAND 


views of all the members who foot the bill, almost invariably 
is doomed to softness in its approach. Seldom does it leave 
the reader either with one single, clearly expressed idea 
or with any specific action to pursue. 

This advertisement, for example, (1) does not give you 
any sharply defined reason for preferring a Swiss watch; 
(2) does not give you a clue as to how you can tell a Swiss 
watch; (3) does not even suggest that you ought to buy a 
Swiss watch. In short, it neither educates nor sells. The besi 
that can be said about it is that it does not offend, which is 
something in these days. 

Perhaps the jewelers will like it—since it directs atten- 
tion to jewelry stores as a source of graduation gifts—and 
maybe this is enough to justify the expenditure of a million 
dollars. This Corner, however, prefers advertising that 
leaves him, after he has gone to the trouble of reading it, 
with a definite conviction and with something to do about 
it. He would, beyond doubt, make a most cantankerous 
client. 
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‘Roos Appoints Gross 

H. M. Gross Company, Chicago, 
has been appointed to handle the 
advertising of Ed Roos Company, 


| Open Writing Service 

| RHG is the name of a new writ- 
|ing service for national advertis- 
|ers and agency counsel in Toronto. 
|The principals are J. L. Rutledge, | Forest Park, Ill., maker of Sweet- 
|formerly publisher of Liberty in| heart cedar chests. Color pazes 
| Canada; C. J. Harris, for 15 years| will be used in Ladies’ Home Jour- 
| editor of Liberty, and R. L. Gough, | _nal and Seventeen, plus a tri 
| free-lance writer. The company | | publication campaign and dealer 
is located at 8 Bedford Rd. |merchandising program. 
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53-59 E. Illinois Street. Chicago 11, Illinois 


Phone WHltehall 2930 
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ABP Shows ‘Copy 
That Clicks’ in 


Newest Brochure 


New York — Nineteen detailed 
examples of “Copy That Clicks” 
are reproduced in a brochure by 
that name which has just been 
published by Associated Business 
Papers. Copies are available to 
advertisers and agencies from the 
headquarters of the association at 
205 E. 42nd St., New York 17. 

The booklet includes nearly 
full-scale reproductions of a va- 
riety of business paper ads—short 
copy, long copy, heavily illus- 
trated, all type—with detailed re- 
ports of the results which the copy 
secured, and the _ success it 
achieved in meeting diverse ob- 
jectives. In many instances, ac- 
tual figures on results, number of 
requests for literature, results of 
Starch-type studies, effect on sales, 
ete., are given. 

“We think,” says ABP in com- 
menting on the meaning of the 
ads, “that these success stories 
prove there is a recurring pattern 
which is common to all successful 
business paper ads, and that this 
pattern can be taken apart, iden- 
tified and profitably used by any 
advertiser in the business press. 

“Here, as we see them, are the 
four basic parts of this pattern: 

“1. Start with the right raw 
material—get all the facts. It’s 
not enough to know all about the 
product you are trying to sell; you 
should also find out all you can 
about the prospects you are trying 
to sell to. The publications can 
help, but it’s really your job, and 
you’ll get best results by doing it 
yourself. 


Need an Objective 


“2. Set up a valid and adequate 
objective for each advertisement. 
Often it requires as much creative 
ingenuity to establish the objec- 
tive as it does to produce the cam- 
paign. The best objectives are de- 
rived from readers, rather than 
sales quotas. And remember— 
producing inquiries is not always 
a valid objective unless the prod- 
uct or service warrants them; nor 
is your objective adequate if you 
are simply ‘keeping your name 
before the public.’ 

“3. Tell all that may be re- 
quired to support your objective. 
This applies to pictures as well as 
to copy, and even to color when 
it can be used functionally. Don’t 
short-change an interested reader 
by leaving out details that may be 
vital to your message. And don’t 
worry about ‘long’ copy—only 
about dull or vague copy, which 
is never short enough! 

“4. Appeal to the self-interest 
of your readers. Boastfulness, un- 
supported claims and vacant gen- 
eralities create the embarrassing 
impression of talking to yourself 
in public. How much more effec- 
tive it is to present your product 
story from the reader’s point of 
view—specifically, to show what’s 
in it for him. When you’ve got the 
facts for that kind of story, your 
job is half done.” 


Admen Appoint Barnes 


The San Diego Association of 
Advertising Agencies has ap- 
pointed Norman R. Barnes, 
Barnes-Chase Company, chairman. 
Other officers are: William P. 
Schramm, Armstrong, Requa & 
Associates, vice-chairman, and 
Muriel Tolle, The Tolle Company, 
secretary-treasurer. 


Schedules Special Issue 


The November issue of Motor, 
New York, will be the 1948 an- 
nual service show number, which 
will describe the products to be 
exhibited at the Automotive Serv- 
ice Industries Show in Chicago 
Dec. 6-10. The rates and mechan- 
ical requirements are the same as 


for regular Motor issues. 


Five Name Llewellyn 


Ross Llewellyn, Inc., Chicago, 
has been named to direct the ad- 
vertising of Transparent Package 
Company, Chicago, manufacturer 
of transparent food containers for 
meat and sausage products; Fox 
Company, East Chicago, Ind., 
manufacturer of farm implements; 
Crown Industrial Products Com- 
pany, Chicago; Lowebco, Inc., Chi- 
cago, manufacturer of concrete 
paint and similar products for the 
construction industry, and Power 
Wheel, Inc., Chicago, manufac- 
turer of Pow-Wow power unit for 
bicycles. 


Plugs Minnesota Apparel 


The fall and winter edition of 
“Minnesota Inspired Apparel” has 
been sent to 15,000 retailers of the 
Minnesota Apparel Industries to 
promote this market as a diversi- 
fied apparel center. Retailers are 
offered glossies of any of the pho- 
tographs in the book, and it is 
suggested that they use the pub- 


lication as a reference when pre- 
paring ads and promotions. 


Coe Joins NAM 


Charles E. Coe, formerly direc- 
tor of advertising and public rela- 
tions of the Erie Railroad in 
Cleveland, has become assistant to 
Holcombe Parkes, vice-president 
in charge of public relations of 
the National Association of Man- 
ufacturers, New York. Recently 
Mr. Coe has been a member of 
the staff of Verne Burnett, pub- 
lic relations consultant, in New 
York. : 


Gill to Bayless-Kerr 

John I. Gill, formerly with 
Goodyear Tire & Rubber Com- 
pany, has been named an account 
executive of Bayless-Kerr Com- 
pany, Cleveland. 


Mossman Advanced 


Alexander H. Mossman, who 
joined Wendell P. Colton Com- 


pany, New York, last year as an 
account executive, has been elect- 
ed a vice-president of this agency. 
Previously Mr. Mossman was an 
advertising and sales promotion 
executive with Pan American 
World Airways,. Bermuda Trade 
Development Board, and Furness 
Lines. 
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PREMIUMS 


Self liquidating and give-aways. 
Children’s premiums created to fit your product. 


WALROB 
1525 , 53RD ST. CHICAGO 15, ILL 
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N. MICHIGAN AVE. © 185 N. WABASH AVE 
)N. MICHIGAN AVE, © 111 E. DELAWARE 
eos PHONE WHI. 535 


ASK ANY CINCINNATIAN ‘7 VG V7 


> i 


Cincinnati and the Times-Star 
are inseparable. In 1947 retail 
and general grocery advertisers 
testified to this by placing over 


a quarter million more lines in 
the Times-Star than in the sec- 
ond-best paper. 
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Antiquated Pay Scale for Top 
Officials Due for Revision 

WASHINGTON — Top government 
officials have long been notoriously 
underpaid, but the situation has 
finally reached a point where it 
can hardly be ignored by the next 
Congress, whatever the result of 
this fall’s election. 

Career civil service workers 
have had several cost of living 
increases. On the other hand, top 
policy officials still get the $10,000 
to $15,000 which sufficed in pre- 
war days, and some, like FTC, get 
salaries fixed as far back as before 
World War I. 

Republican Senate Leader Rob- 


I’M THE OFFICE BOY... 


1 SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing 
about typesetting delays and high 
costs. Why? Fototype can be set for 
photo-reproduction in a matter of 
minutes, not days. 


This ad is a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of a free catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 
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1415 ROSCOE STREET, CHICAGO 13 


By STANLEY E. COHEN, Washington Editor, 


’ 
, 


has i 
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ert Taft led a drive for new scales 
to attract high caliber men to 
cabinet and sub-cabinet jobs. His 
proposals, though costing only 
$1,000,000, were dropped from the 
$500,000,000 federal pay raise bill 
after being attacked as “too gen- 
erous” by Sen. Harry Byrd (D., 
Va.) and Sen. Burnet Maybank 
(D., S. C.). As a result, some 
career workers take home bigger 
pay checks than their bosses. 
Antiquated top level pay scales 
would obviously embarrass Gov- 
ernor Dewey, who has paid sub- 
stantially larger amounts to draw 
good men to his New York state 
administration. And the  vice- 
presidency, as it now stands, 
would pay Earl Warren $5,000 less 
than the California governorship. 
J o we er 


Military auditors agreed June 
22 on a new—and possibly final— 
draft of uniform contract cost 
principles for future Army, Air 
Force and Navy equipment. Like 
earlier drafts, it bars ads of all 
kinds—other than help wanted or 
necessary public notices—as an 
admissible cost item. During the 
war, ads in trade and technical 
publications were recognized in 
order to maintain an active trade 
press as a medium for disseminat- 
ing production “know how.” If it 
is true, as some estimate, that as 


-| much as one-ninth of one per cent 


on contracts in some industries 
went to advertising, the new ac- 
counting rules would cost trade 
and technical publications up- 
wards of $10,000,000 of business. 


Now that they accept—reluc- 
tantly or otherwise—a substantial 
increase in postage rates, mail 
users are demanding that the gov- 
ernment look over the system of 
auditing postal costs. When Con- 
gress resumes its fight against the 
department’s deficit, now running 
over $400,000,000 a year, mail 
users can be expected to argue for 
new bookkeeping procedures to 
segregate sizable items, such as 
the airline subsidy, the cost of 
handling government mail, and 
perhaps part of the cost of rural 
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AMONG ALL COUNTIES IN U.S. 
in purchasing power 


Effective buying income per family—$6160 per 
year—not only tops all other counties in the 
State of Indiana but also ranks ALLEN COUNTY, 
Indiana, as the 5th highest county in the entire 
U.S. as measured by family purchasing power. 


(Source: Sales Management Survey of 
Buying Power Number — 1948) 


The News-Sentinel is read in 88.7% of all 
homes in Allen County every weekday. 


ALLEN-KLAPP CO. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


* NEW YORK—CHICAGO—DETROIT 


free delivery, from the expenses 
to be covered by postal revenue. 
Noting that recent rate increases, 
steep as they are, fall short of off- 
setting the latest postal pay hikes, 
mail users contend that the bloated 
budget could not be balanced 
short of a higher rate on first class 
letters, the department’s biggest 
revenue item. They say it is only 
fair to recognize that the depart- 
ment’s housekeeping and “social” 
objectives are not legitimate busi- 
ness expenses chargeable to its 
patrons. . 
* * + 

Though the National Guard has 
virtually filled its ranks, it will 
probably go ahead with an ag- 
gressive recruiting drive Sept. 7 
to Nov. 24, according to Major 
Ralph E. Pearson, chief of infor- 
mation for National Guard Bu- 
reau. Theme of the drive, which 
is carried in paid space via Gard- 
ner Advertising Company, and in 
space and time contributed by 
more than 2,000 major advertisers, 
is being revised in the light of the 
guard’s present favorable posi- 
tion. « 

a 7 7 

The cost of living spiral reached 
a new high in mid-May, BLS re- 
ported, and a new stringency in 
supplies of many commodities ap- 
peared to reflect the first impact 
of the defense programs now get- 
ting under way. Congress and the 
Department of Defense pondered 
a “sleeper” clause in the recently 
enacted draft law, which quite 
clearly gives the military author- 
ity to allocate steel, even to the 
point of seizing supplies or pro- 
ductive facilities if necessary. 
Sponsor of the clause, Rep. Walter 
Ploeser (R., Mo.), said his object 
was to assure small business a 
share of defense work. Ploeser, 
who is chairman of the House 
small business committee, said 
many small plants are idle for 
lack of steel. With this clause, he 
felt the Department of Defense 
would be in a position to give 
contracts to small plants—and to 
make sure they have the steel 
with which to fill the orders. 

a * + 

Public housers and real estate 
lobbies were both unhappy about 
the congressional deadlock over 
housing legislation. The real 
estate boys kept the Taft-Ellen- 
der-Wagner bill, with its public 
housing provisions, from reach- 
ing the House floor, but in reprisal, 
T-E-W advocates killed “Title 
Six,” the generous FHA mortgage 
insurance which underwrites most 
of the speculative building and 
apartment construction. End of 
“Title Six” will result in less 
home construction but the impact 
may not be felt immediately, 
since there is a sizable amount of 
outstanding uncompleted commit- 
ments. 

* * * * 

Footnote to confusion: Rep. 
Forest Harnese (R., Ind.) set out 
last week with a five-man com- 
mittee and $25,000 to find out 
whether FCC is giving radio 
licenses to subversive characters, 
and whether it exceeded its au- 
thority in issuing the “Blue Book.” 
At the same time Sen. Wallace 
White (R., Me.), chairman of the 
Senate interstate commerce com- 
mittee, which handled radio leg- 
islation, appointed a three-man 
committee, with himself as chair- 
man, to determine “whether FCC 
is- adequately checking over-all 
operation” of radio station li- 
censes. White, who sponsored the 
existing radio law, recently pushed 
through committee to the Senate 
floor legislation specifically en- 
dorsing FCC’s “Blue Book” pro- 
cedures. 


Sloane Appoints Hicks 
Sloane Bros., New York, manu- 
facturer of handbags, has placed 
its advertising with Lawrence 
Boles Hicks, Inc., New York. Fash- 
ion magazines will be scheduled. 


LOS ANGELES Prone 
7:45 ond 11:20 p.m. PST) CAthoun 6611 
Te Sen F 87 Forsyth S., NW. 
™ ng Or Your Travei 4, 
Leove Atiente 3:30 o.m.. errive 4:25 p.m. ee 


AMERICAN ~@//P7OM 
AIRLINES 


CO-OP—Delta Air Lines and American 
Airlines are splitting the cost of a 
series of 150-line, two-column ads in 
southern newspapers, urging passengers 
to fly the “shortest route to Los An- 
geles.” Delta provides the eastern half 
of the service and American, the west- 
ern, with connections in Dallas. Burke 
Dowling Adams, Montclair, N. J., 
Delta's agency, handled the copy. 
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Ted Hudes Sets Up 


Package Firm 


Ted Hudes has established a 
new radio-television package firm 
which will be devoted exclusively 
to the production of non-commer- 
cial public service programs. Of- 
fices of the new company, Ted 
Hudes Radio Productions, are at 
17 E. 42nd St., New York. 

The firm will produce transcrip- 
tions for the use of civic, educa- 
tional and religious groups. 


CBS Names Bristol 


George Bristol has been ap- 
pointed manager of the presenta- 
tion division of the sales promo- 
tion and advertising department 
of Columbia Broadcasting System, 
New York. A senior sales pres- 
entation writer, he has been with 
the network since 1946. 


Rixman to Ridgway 
Ridgway Company, St. Louis, 
has been named to handle the ad- 
vertising of Ray Rixman, Inc., St. 
Louis, Dodge and Plymouth deal- 
er. Radio, outdoor and direct mail 
advertising will be used. 


GOP Convention 
Cost 4 Networks 
Almost $1,000,000 


New Yorx—The 1948 Republi- 
can national convention, which 
received an unprecedented amount 
of attention from _ broadcasters, 
cost the four major networks al- 
most $1,000,000. This is an over- 
all figure including commercial 
time lost and operational costs. 

NBC devoted 54 hours of tele- 
vision time and 36 hours of radio 
programming to the meeting. 
Commercial time lost during the 
week amounted to approximately 
$310,000 — $10,000 of which was 
for video. It is estimated that 
the operational costs to the net- 
work, which had a force of 200 in 
Philadelphia, ran between $200,- 
000 and $300,000. (These figures 
do not take into consideration the 
part of the expenses paid by Life, 
which is sponsoring both conven- 
tions over NBC-TV at a package 
price generally quoted as $100,- 
000.) 

CBS-AM microphones were 
tuned on Philadelphia for 71 hours 
—11l of which necessitated the 
cancellation of sponsored broad- 
casts—at a time loss of $155,000. 
Its camera coverage totaied 39% 
hours at a commercial time loss 
of $6,150. Operationa! expenses 
for radio and televisicu were put 
at $115,000. 

ABC programmed 31% hours 
for radio and 42% hours for tele- 
vision at an operation cost of more 
than $85,000. American, not tele- 
casting as yet in New York, had 
video coverage over Newark, 
Washington, Philadelphia and 
Baltimore stations. Commercial 
broadcasts, amounting to 8 hours 
and 33 minutes or $27,153, were 
canceled to make way for special 
convention programs. 

On the air for 34% hours with 
the GOP, Mutual expenses for the 
event amounted to $55,000. Some 
$25,000 of this (not quite two 
hours of time) was time losses 
due to commercial cancellations. 


9 Hotels to Bruck 


Franklin Bruck Advertising 
Corporation, New York, has been 
named by Spencer-Taylor, Inc., 
New York, to handle advertising 
for nine New York hotels: Ritz 
Tower, Madison, 15th Ave., May- 
flower, Surrey, Volney, Beaux 
Arts, Peter Cooper and Belvedere. 


Hayhurst Names Amos 


Robert D. Amos has been ap- 
pointed radio director of F. H. 
Hayhurst Company, Toronto and 
Montreal. He was formerly as- 
sistant to Gordon F. Keeble, who 
has gone to Montreal as manager 


of Station CFCF. 
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Packard Official — 
Asserts Salesmen 
Deserve Salaries 


Detrortr—Automobile salesmen 
of the future will be better trained 
in their craft, and, as a result, 
will have greater earnings oppor- 
tunities than in the prewar era, 
Karl M. Greiner, vice-president 
and general sales manager, Pack- 
ard Motor Car Company, told a 
conference of 100 Packard re- 
gional and zone officials and fac- 
tory executives. 

“Our newly-inaugurated retail 
manpower program embodies the 
strong suggestion that a salesman 
be paid a definite salary, sufficient 
to cover his minimum expenses, 
at regular intervals,” Mr. Greiner 
declared. “He should also be paid 
a commission—a clear-cut amount 
on each sale.” 

Mr. Greiner asserted that a 
sound approach to adequate com- 
pensation will help attract well- 
qualified men who in the past 
have not selected automobile sell- 
ing as a career. He placed strong 
emphasis on the “security com- 
ponent” in Packard’s program, 
and added that salesmen should 
also have vacation with pay con- 
sideration as well as all advan- 
tages enjoyed by others in the 
dealer’s organization. 

Even with such a progressive 
plan in effect, it may be impos- 
sible for dealers to recruit all 
their new salesmen from among 
“old-time automobile salesmen,” 
according to Mr. Greiner. He de- 
clared that dealers “may find it 
necessary or wise—perhaps both 
—to look for sales force candi- 


dates with experience in other 
fields.” 


PACKARD OF CANADA 
LAUNCHES CAMPAIGN 

Detrorr— Packard Motor Car 
Company of Canada has begun 
the heaviest service advertising 
campaign it has ever placed in 
Canadian newspapers, although 
new car shipments to its dealers 
throughout the Dominion have'} 
been drastically cut by govern- | 
ment restrictions. | 

“The advertising program, sup- | 
ported by dealer-factory coopera- | 
tive funds, is still another vote of | 
confidence in the future of Pack- | 
ard of Canada,” said Fred C. Wil- 
liams, member of the board of! 
directors and general manager of | 
the Canadian company. 

Continuing through October, 
535-line insertions will appear in 
50 newspapers, dailies and week-| 
lies in both English and French 
language, in 39 cities from Vic- 
toria to Halifax. 

In addition to supplementing 
sales activities, the advertising | 
program “centers owners’ atten- 
tion on timely service needs,” Mr. 
Williams pointed out. 

Young & Rubicam handles the. 
iccount, 


ARF Sets Plans for Car 
Card Johnstown Study 


The Advertising Research Foun- 
dation, New York, will measure 
readership of car card advertising 
and riding habits in Johnstown, 
Pa., during October, 1948. 

It will be ARF’s first transit 
study in a small city (110,000 
population). Advertisers wishing 
to participate must file applica- 
tion with ARF before July 15. 


Joins Edwards & Finlay 


George W. Hague, formerly | 
with Albert Jarvis Ltd., Toronto 
agency, has joined Edwards & 
Finlay, Toronto, publishers’ rep- 
resentative. 


| 


Liver Salts to McCann 


Scott & Turner, Newcastle-on- 
Tyne, England, has named Mc- 
Cann-Erickson, Caracas, to handle 
Venezuelan advertising, effective 
Aug. 1, for Andrews liver salts. 


& 
‘ 


Ski Books Merge 


Ski News and Ski IUustrated, 
the two oldest magazines covering 
the sport, have merged their op- 
erations with offices at Hanover, 
N. H. Ralph R. Mulligan, 441 
Lexington Ave., New York, for- 
merly national advertising man- 
ager of Ski News, will continue 
in that capacity under the new 
setup. Fred Allardt, former news- 
stand sales director for Conde 
Nast Publications, will be circula- 
tion director. 


Gets Food Account 


Martin Gillet & Co., Baltimore, 
producer of the House of Lords 
line of food products, has ap- 
pointed H. B. LeQuatte, Inc., New 
York, to direct its advertising. 


Western Names Buss 

Dick Buss has left Klingelsmith 
& Co., Los Angeles, to join West- 
ern Advertising Agency, Los An- 
geles, as an account executive. 


|its current head. Mr. Doughten 


L&M Raises Three 


to Vice-President 


New Yorx—Lennen & Mitchell 
has named three vice-presidents, 
Thomas P. Doughten, Daniel M. 
Daley Jr. and Peter V. Keveson. 

Mr. Doughten is executive as- 
sistant to Ray Vir Den, president 
of L&M, and was manager of the 
agency’s radio department before 
the addition of Nicholas Keesely, 


joined L&M from Young & Rubi- 
cam in 1944, and was previously 
with Compton Advertising, J. Stir- 
ling Getchell and Warwick & Leg- 
ler. 

Mr. Daley joined the agency in 
1938 after nine years with Lord & 
Thomas, spent four years in the 
Army, and came back a captain. 
He has been account executive on 
the Calvert Distillers account since 


his return from service. 


Mr. Keveson joined the agency 
copy department in 1944, became 
radio copy chief in 1946, and was 
previously with Batten, Barton, 
Durstine & Osborn and Biow Com- 
pany. 
plans board. 


Harwood Uses Dailies 


Duncan Harwood & Co., Van-| 


He is a member of the’ 


39 


| Norge Opens NY Office 


The Norge division of Borg- 
Warner Corporation, Detroit, has 
established new sales offices in 
New York at 55 W. 42nd St., with 
R. H. Pizor, eastern regional sales 
manager, in charge. 


couver, B. C., has launched a sum- | 


mer campaign for Harwood’s 
Canadian whisky, through Theo-| 
dore A. Newhoff Agency, Balti-| 
more. Thirty-nine newspapers in 
37 cities are being used. 


a service for 
Magazine Publishers & Executives 


Magazine Publishers Market Place 


Subscription $1.00 per year 


C.R. T. PUBLISHING ENTERPRISES 
444 Madison Ave., 


Suite 1711 


New York 22, N. Y. 


PLaza 3-0155 


Give your station 


qualities of Japrovet Mr 2d, 


Compare it with any other paper 
used for written communication. See how 
the brighter white stands out. 


Feel the new sturdiness and firmness 
which makes this improved paper stand 
up in your files and in your mail. 


Cleaner, sharper finished work that 
stands out with new sharpness and reada- 
bility on its smooth, glare-free surface. 


. an 


Companion papers for office use include 


now on.”’ 


Mail coupon for FREE sample book now... 


Contains samples of improved Hammermill Bond in wide range of pleasing colors 
..- the brighter, purer white in five substance weights.. 


LOOK FOR THE WATERMARK ...1IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


MIBRIM) 
TROND et 


What a big difference it makes! We’ll use it 
for all our department correspondence from 


.and matching envelopes. 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 


Please send me — FREE 
Hammermill Bond. 


Name 


-———<————- 


ery the new sae: 


“Our copy and letters look so much better on this paper, Miss Gray. 


the sample book showing the improved 


Position 


(Please attach to, or write on, your business letterhead. ) 
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Marketers Gef 
Henry Morgan's 
Fine Definitions 


PHILADELPHIA — Marketing re- 
search is trying to find out “how 
much the average consumer has 
in his pocket and how you can 
help share it with him. You want 
to know what he does with his 
money and why he doesn’t do 
more of it.” 

These words of wisdom were 
pronounced by Henry Morgan, 
radio advertisers’ thorn-in-the- 
flesh, at a recent meeting of the 
Philadelphia chapter of the Amer- 
ican Marketing Association. Mor- 
gan shared the platform with 
Vernon E. (Sam) Vining, of Wes- 
tinghouse Electric Corporation. 

“Some part of your business 
must be going out into the field 
to find out why people buy 


“The FREE PRESS 
Is a Good 
Family Paper,” 


says Mrs. Edna Niemeyer, 
prescriptionist proprietor. 
“TI read the Free Press 
Editorials and find them 
very stimulating. It has 
always been welcome in 
our home. I enjoy Mr. 
Bingay’s column, the 
Fashions and the Wom- 
en’s pages. Generally, it’s 
a good newspaper and I 
have read it ever since 
I can remember.” 


The Free Press has been a 
tradition in thousands of 
homes for many years. Always 
welcome because of its inspir- 
ing editorials and news treat- 
ment. Its circulation has 
grown steadily to over 400,000 
daily. Reach this vast audi- 
ence every day with your copy 
ass 


things,” Morgan told the market- 
ers. “You ask them a few ques- 
tions and then make an average 
and come to a conclusion. You 
can’t find out anything about 
people by asking them direct 
questions. Look what happened 
to Dr. Kinsey. 

“There is a sort of thinking 
around that people buy things be- 
cause they need them. You can’t 
tell me people need such obvious 
luxuries as food, clothing, hous- 
ing and other playthings of the 
wealthy few. They do buy a lot 
of things because of word of 
mouth. What exactly is word of 
mouth? 


Man Bites Food 


“Well, a man hears that some- 
one was once saved from dying 
of starvation by food. The man 
is interested . . . we might even 
say that a desire for food is cre- 
ated in the man. He is now a 
potential consumer. So, he goes 
out and tries to buy a couple of 
lamb chops. He is only in the 
middle income bracket, so of 
course he finds that this is highly 
impractical. He begins to sulk. 
Finally, a negative attitude is pro- 
duced. He begins to mutter, ‘Aw, 
who ever heard of eating?’ The 
desire has been stifled. Result? 
He starves to death. This is a net 
loss of what would have been a 
customer. So it follows that word 
of mouth isn’t everything. 

“Well, then we try advertising. 
You buy magazine or radio or car 
cards and tell people they want 
something they can’t afford. This 
is only successful if, in addition to 
not being able to afford it, the 
consumer has no use for it. Your 
advertising will be very effective 
if you make the consumer look 
like a chump. 

“You do it this way. If you 
want to sell him liquor, show him 
a picture of a man better than he 
who drinks it. Get some stuffed 
shirt to pose for his picture look- 
ing like a multi-millionaire who 
spends his time sitting around 
holding full glasses of medium 
priced whisky. This makes the 
average consumer want to be a 
multi-millionaire who sits around 
drinking whisky, and he runs out 
and buys some. This cuts into his 
capital and makes it impossible 
for him to become a multi-mil- 
lionaire . . but, on the other 
hand, it keeps him from knocking 
his brains out trying to buy lamb 
chops.” 


Example: Iodine 


Morgan has an interesting ex- 
planation of product identifica- 
tion. It concerns a woman who is 
buying Glogauer’s iodine. Re- 
searcher asks why. Woman re- 
plies she just heard about it in a 
newspaper. What purpose did she 
buy it for? Her little boy cut his 
finger. Oh, so she was going to 
put it on her little boy’s finger. 
No. The boy had cut'his finger 
every day for the past five years. 
She was buying the iodine to 
drink. 

“That,” Morgan pointed out, “is 
known as product identification in 
the mind of a defunct customer. 

“I’m sure you’ve discovered the 
real fact of the matter is a person 
never tells you the real reason he 
buys something because he doesn’t 
know,” he continued. “To find 
out, you really have to get close 
to a person .. . it would help if 
you could even be a person. But 
as this is impossible, be the next 
best thing, next to a person. This 
would enable you to find out a 
great deal. You can use it in soap 
advertising. 

“I find out I really know more 
about market research than I 
thought I did. Take packaging. 
Mr. Kraft found out years ago he 
could sell more cheese in pack- 
ages because the package 
keeps the flies off. Lately they 
put little cellophane windows in 


the packages. This is so the flies 
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AD MANAGERS ALL—With the exception of W. C. Fowley of the Nassau Daily Review-Star, Hempstead, L. |., extreme 

left, the rest of this table is comprised of advertising managers from New York and Brooklyn department stores who were 

guests at the Star's second annual teen-age banquet. Seated left to right are: Mr. Fowley, Elliott Smith, Franklin Simon's: 

Ross Robbins, Arnold Constable; Gilbert Courtney, Lord & Taylor; John Gleason, Loeser's; Van Rensalaer Tippert, Oppen. 
heim Collins, and Henry Arms, Franklin Simon's. 


can see the cheese, but still can’t 
get at it.” 


Vining Is Constructive 


Sam Vining had some more 
constructive and nearly as amus- 
ing tips on marketing to give his 
hearers. The tenor of his remarks 
was for researchers to stop think- 
ing in terms of mass markets and 
start thinking in terms of indi- 
vidual people. 

“I start with one woman,” Vin- 
ing said, “normally my wife. 

“She’s my laboratory, as are my 
friends and neighbors. I don’t 
deal in mass markets. The only 
market worth while is one sales- 
man talking with one person with 
money or credit to buy. I have no 
interest in most market surveys. 

“The only survey I am inter- 
ested in is: ‘What made you buy 
it?? Nor am I against surveys 
about why merchandise stands up. 
In selling things, we think of to- 
morrow, not yesterday. The sur- 
veys I want have a touch of the 
gamble in them, made from men 
and women with imagination who 
can think. 

“You want to approach a survey 
with a touch of caution. The first 
rule is to have no preconceived 
notion about anything.” 

Mr. Vining grew heated at the 
idea thinking selling as a pro- 
fession or a science: “You can’t 
put people in a test tube, shake it 
up and find out what they are. 
Nor is there any scientific pro- 
cedure to tell you how to sell. 

“Selling in America is all based 
on one fundamental fact,” he con- 
tinued. “That is that the Ameri- 
can husband is in love with his 
wife and will work his fingers to 
the bone to get what she wants. 
It’s the American husband who is 
responsible for the success of the 
appliance business.” 


Marketers Elect Liggett 


Carr Liggett, president of Carr 
Liggett Advertising, Inc., has been 
elected president of the Industrial 
Marketers of Cleveland. Jackson 
Hazlewood, account executive of 
Fuller & Smith & Ross, and Frank 
P. Herbert, Central Electrotype 
Company, have been named vice- 
presidents. Willoughby S. Leech, 
vice-president of G. M. Basford 
Company, has been reelected sec- 
retary-treasurer. 


Auto-Lite Net Show 
To Newell-Emmett 


Electric Auto Lite Company, 
Toledo, has appointed Newell- 
Emmett Company, New York, as 
advertising agency for its CBS 
Thursday night network show, 
“Suspense,” which goes on the air 
July 8 Ruthrauff & Ryan will 
continue to handle the rest of the 
account, including the cooperative 
Auto Lite radio show, “Gasoline 
Alley.” 


KRNT Promotes Elliott 
Paul M. Elliott, on the sales 
staff, has been appointed sales 


Social Security 
Data Tabulations 
Offered by IBM 


New York — The new Social 
Security data for 3,074 counties, 
with industry classifications show- 
ing employment, payrolls, and 
number of establishments by size 
groups has been coded on Inter- 
national Business Machine cards 
and reports based on the data are 
being offered advertisers by the 
IBM service bureau. 

The data, useful as a tool for 
establishing market potential or 
sales quota, shows information on 
agriculture, mining, contract con- 
struction, manufacturing, public 
utilities, wholesale trade, retail 
trade, finance and service. 

In addition to the main classes, 
the bureau offers breakdowns in 
74 minor categories for 341 coun- 
ties. 


‘Beacon’ Ups Rates 


The Beacon, Wichita, has in- 
creased its general advertising 
rates to 20 cents a line daily, 24 
cents Sunday and 36 cents evening 
and Sunday combination. 


GM Issues Booklet 


General Motors Corporation, De- 
troit, has issued a booklet on 
“Opportunities in the Automotive 
Business,” urging more vocational 
students to become auto me- 
chanics. 


S. C. Johnson Buys 
Dizzy Dean Show 


Dizzy Dean became a net- 
work sportscaster under the spon- 
sorship of S. C. Johnson & Son 
starting July 3. The program 
is heard over NBC from 5 to 
5:15 p.m., originating from KSD, 
St. Louis. 

He will continue to handle the 
daily play-by-play broadcasts of 
the Browns games for St. Louis 
audiences. 


3 that are | ST 


1. CROSS COUNTRY NEWS 


An aviation 


n 
tion, 8,652. 


2. THE MAILBOX 
A direct mail odveians me- 
‘ dium devoted to the farmer 
. « « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas... 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


manager of Station KRNT, Des 
Moines. 
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TV-Radio Industry 
to Hit $2 Billion 
in 1949: Abrams 


New York—Benjamin Abrams, 
president of Emerson Radio & 
Phonograph Corporation, predict- 
ed last week that the radio and 
television industry will hit the $2 
billion sales level by the end of 
1949 — thanks to the impetus of 
video set sales. He said the break- 
down in this sales volume would 
be 25% radio and 75% television. 

Video receiver purchases this 
year have more than made up for 


the over-all slow down in radio} 


sales —a natural byproduct of 
overproduction following the war, 
he pointed out. 


“While radio business generally, | 


excluding television, is off, our 
volume for the fiscal year just 
ended—not counting video sales— 
was 10% ahead of the previous 12 
months,” Mr. Abrams said. He 
spoke at a distributors meeting | 
here to unveil the 1949 line. 

His rose - colored predictions | 
notwithstanding, the Emerson ex- 


ecutive urged the 200 distributors | 


Reorganize Adclub; 
Elect Officers 


John S. Edwards Jr., 
Advertising Agency, 


Edwards 
has been 


/elected president of the Inter-| 
|County Advertising Club of New 


Jersey and New York, which has 
become active again for the first 
time since the end of the war. The 


club was formerly known as the|” . 
/linoleums and printed floor cover- 


Other officers elected are: Leon | ings, featuring several new colors. 
advertising director of | 


North Jersey Advertising Club. 


Kondell, 
the Passaic Herald- News, and) 
Fred Stevens, sales manager of| 
the Terminal Photo - Engraving, | 
vice-presidents, and Hervert Nuse, 


Rutlyn Mail Agency, secretary- 
| treasurer. 
‘Names Agency and PR 


| Kubic, Inc., New York importer, 
'has appointed J. M. Kesslinger & 
Associates, Newark, N. J., to di- 
|rect its account. Diran A. Kurk, 
| Newark, has been named to han- 
|dle public relations. The company 


recently imported, from Germany, | 


the first beer produced there since 
| the war. 


41 


Flooring, Institutions, Mo dern| To Cocktield, Brown 
Hospital, Modern Industry and| (Cockfield, Brown & Co., Van- 
School Executive. ‘couver office, has been appointed 
The company announced that to direct the advertising of the 
new patterns will emphasize soft Pacific National Exhibition in 
blends of colors in its felt base| Vancouver. The agency also has 
rugs in keeping with a current | been named to handle the adver- 


pet ital 
trend that “is definitely away from |tising of the Quebec Hospi 
bright contrasting colors.” Service Association (Blue Cross). 
Brisacher, Van Norden & Staff 
here handles the account. | 


‘Becomes Lamb & Keen 


Lamb, Smith & Keen, Inc., 
|Philadelphia advertising agency, | 
has changed its name to Lamb & 
|Keen, Inc. James G. Lamb and 
Kennard G. Keen Jr. are the prin-| 
cipals. 


Paratfine Drive 
‘Sells’ National 
Ads to Dealers 


San Francisco — The Paraffine 
Companies here will use an ex- 
panded list of national consumer 
magazines this fall for its Pabco| 


IF YOU Pi CAR CARDS 
Send for FREE Sample 


ee 


A four-color, half-page ad, em- 
phasizing color in Pabco linoleums 
land floor coverings for bedrooms, 
will appear in American Home, 
’| Better Homes & Gardens, Country 
| Gentleman, Ladies’ Home Journal, 
McCall’s and Woman’s Home Com- | 
panion. A broadside with a re-| 
production of the ad, in addition | 
to various sales aids, will be sent) 
to dealers. Ads aimed at the re-| 
tailer will appear in Rug Profits. | 

An ad for the company’s Masti- | 
pave industrial floor covering will | 
appear in Newsweek and Time | 
and in Architectural Forum, Bus | 
| Transportation, Chain Store Age, | 


UNIQUE POINT-OF-SALE | 
_ CAR-CARD HOLDER © 


ISPLAY CO. re 
1004 MARQUETTE AVE MINNEAPOLIS MINN 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 
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SILKSCREEN (counrer. CONVENTION (2 Sit 
PRINTING )wimoow” DISPLAYS  )  fstis Pts 


window * Installed on Time 
= PHONE: FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST, 
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| 


“to forget about the honeymoon | 


period in 1946 when there were 10 


customers to every set and do. 


some digging to make sure you 
get your share of the new busi- 
ness.” 


Offers Cheapest Set } 


Among the featured products on 
display was a $14.95 portable, the 
most inexpensive ever offered by 
the company, and six television 
models. Special play was given 
to the 52-square-inch receiver 
($269.50), which Emerson is 
ballyhooing as the lowest priced 
table unit with that size screen. 
Among the three sets to be avail- 
able by the end of the year was 
a 16-inch consolette. Mr. Abrams | 
said it will retail for less than| 
$500. 

Company executives earlier had 
estimated that they will spend 
about $1,000,000 in advertising 
during the coming year (AA, June 


28). The big push for fall gets 
under way in September with 
copy in magazines and newspa- 
pers. 


Dorman D. Israel, vice-presi- | 
dent in charge of engineering and 
production, assured the distribu- 
tors that Emerson will have a ma- 
chine to reproduce Columbia’s 
new LP (long playing) Micro- 
groove records as soon as the de- 
mand warrants it. 


U. of Minnesota Allows 
Commercials on Radio 


The University of Minnesota 
has agreed to allow commercial 
radio programs to originate from 
its campus, provided that the com- 
mercials themselves come from an | 
off-campus studio announcer. 

The new policy, approved by 
the board of regents, was set up 
to cover television shows, athletic 
events and special programs “ac- 
ceptable to the university or 
Which serve its educational objec- 
tives.” The university’s commer- 
Cial-less Station KUOM, however, 
will remain so. Liquor, cigaret 
and proprietary medicine sponsor- 
ship of football games have been, 
and remain taboo on Big Nine| 
dDroadcasts. 


Strobusch Named V.P. 


Harvey H. Strobusch, manager 


mo! the San Francisco office of Knox | 


Reeves Advertising, has been) 
hamed vice-president in charge of 
western operations. He will con-'| 
Unue to make his headquarters in 
San Francisco. 


‘Air Force’ Moves 


The Air Force Association has 
moved the editorial offices of its 
Official publication, Air Force, 
from New York to 1616 K St. NW, 
Washington 6. Advertising offices | 
Will remain in New York but will | 
move to 369 Lexington Ave. \ 


THE INDIANAPOLIS STAR 


Sunday Star 
Daily Star 
News 


Times 


The Number One Newspaper 
In 


Indiana's Number One Market 


—DAILY OR SUNDAY 


Here's the Circulation Story 


1st Quarter 1948 
Publishers’ Reports 


235,552 
180,804 
173,200 

91,176 


1947 
ABC Audits 


221,440 
174,179 


1946 
ABC Audits 


204,262 
163,079 
173,111 167,235 


92,673 94,176 


Kelly-Smith Company, National Representatives 


at é Bot i ‘Ze ora he pe Y Ee a Pr a : aa ae Ligh geet Ge Sot 1S oat : ees a: ; ae ae _ gia : : He 
a ———— pe | 
Pe ' , ies 
ee a 
/ real 
: | a Pe : 
ere e S 3) Be : * 
n's: Geese: 5 ee bee 
? | ee Ys ie 
en. SO * dees ee, 
ces os 
ri sp 
et- LD : 
on- , 
son | er 
am 4 s 
es ig ae 
to Po : gr 
SD, a , a 
. : i 
he | : 
of ; 
uis | é 
—_ eC “a 
aa 
ai 
a 
. pe 
ee is e 
-. 
———— e Y 
| e | 
- eee | 
4 | | 
a 
= Le 
a | 
g 
3 
q 
, | 
a 3 
| , 
eo ee ee : | 
7 : } ’ 
: - t : Ks i , : bs ee ; ae, 3 . iS 3 tt ai, - ms : . " : ez , ; | le E a 


Union Oil's Taylor Finds 


Institutional’ 


5 Campaigns Share 
$1,600,000 Budget 
—and Boost Sales 


By PHIL SEITZ 


Los ANGELES — In the past five 
years, Union Oil Company has 
spent $2,000,000 for public rela- 
tions advertising. It might never 
have spent this had not Reese H. 
Taylor spent some time serving 
with the War Production Board in 
Washington. 

Ten years ago, Mr. Taylor came 
out of the steel industry to take 


Drive Pays 


|men, as compared with a national 
“average of 7% for all advertising. 
| When the series began Union got 
b avalanche of letters from presi- 
|dents of most of the leading cor- 
| porations in America, and they are 
| still coming in. 

| The favorable impression cre- 
|ated by this advertising has many 
'times been a factor in obtaining 
| desirable leases for drilling, a vital 
part of the oil business. Through 
the familiarity of financial circles 
with the company as a result of 
the series, Union has good reasons 


pedited. And the series has con- 


to believe financing has been ex-| 


steel fabrication, which 


‘generally thought would have to| 750,000 in 1947. 


| 
| 


| 


tributed materially to building | 
good relations with the general 
public. 

Though started as a public serv-| 
ice, this phase of the advertising 
program is now an accepted sales| 
tool. So much, in fact, that when | 


the helm at Union—then as now 
a regional oil company serving 
seven western states. He had 
made a good start on increasing 
production and sales when he 
went to Washington during the 


war. one district manager polled his | 
During WPB sales force, he found his men con-| 

service he be- 

came _ increas- 

ingly aware of 


the fact that gov- 
ernment had a 
multiplicity of 
high geared 
public relations 
organizations. 
Some, he felt and 


|for sales. 


aad | 


| Typical for Company 
} 


While the free enterprise cam-| 
paign, which was among the first, 


still om — Reese Taylor | 18 Outstanding, it is only typical of | 
for the eventua ¥ 'Union Oil operations since 1939) 
socialization of /'when Reese Taylor became presi- | 


not only the oil industry but all gent at the age of 38. When he| 
industry. ; ‘took over, Union was about fifth! 

He returned here in 1943 de-|in sales among oil companies in 
termined to do something about | the West, with a volume of $76,-| 
preserving the enterprise system. | 418 000. ‘ 
Public relations advertising is the) jij, background was entirely in| 
tool he has used ever since—and | stee]/ He had started in that in-| 
will certainly continue to use now | dustry while still in school when| 
that he has found that it pays off|;e worked as a boiler maker at| 
exceptionally well in several tang- | the Llewellyn Iron Works during | 
ible ways. |summer vacations. Upon gradua- | 

$250,000 This Year tion he took a job with Llewellyn | 
‘and in just four years became 

The program has been rather|general superintendent of the| 
ambitious for a company opera-| plant. When the company merged 
ting only in California, Washing-| with several others to form Con- 
ton, Oregon, New Mexico, Arizona, | solidated Steel, Taylor was made 
Nevada and Montana. The insti-| production manager. 
tutional ads have run in national | Work on Boulder Dam was get-| 
as well as regional magazines and |ting under way at the time and 
in newspapers throughout the|plans called for a great deal of | 
country. Recently, Union tele- 
vized its annual report on video 
stations in Chicago, New York 
and other cities far outside its | 
sales area. 

This year the company will 
spend $250,000 for full pages 
every fifth week in Editor & Pub-| 
lisher, Life, The Saturday Evening | 
Post and Young America to ex- 
plain its viewpoint. In terms of 
paralleling distribution, this seems 
statistically to represent 90% 
waste circulation. But Reese Tay- 
lor continues to use these for his 
down -to-earth presentations of 
company problems, to emphasize 
the need for teamwork among 
employes, management and stock- 
holders to the good of the enter- 
prise system. 

Rather than deal in generaliza- 
tions, he decided in 1943 to use 
the organization as a clinical ex- 
ample of a corporation and to ex- 
plain to the public, stockholders, 


fies. w=] 


Intl 25x jing facts about your cost of living 
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come from the East because of in- 
dustry belief no one on the West 
Coast could do precision work. 
Taylor went to bat on this and 
stormed back and forth between 
the West Coast and Washington 
pointing out the eastern steel in- 
dustry didn’t have a monopoly on 
workmanship. Result was that 
Consolidated got a contract and 
turned out some of the closest 
precision work on the project. 


Made Many Changes 


By 1938 the organization was 
well established and most of its 
tougher problems were licked. So} 
when Union Oil directors made} 
their offer, Mr. Taylor accepted. 
“It looked,” he says, “like an in- 
teresting job.” 

At Union he found among other | 
things that refining facilities were 
old and inefficient; far too large a 
per cent of production was in fuel 
and gas oils, the least profitable 
part of the business, and the maxi- 
mum production of gasoline was 
only 20%. 

In a major reorganization, he 


changed the accounting system, |in charge of marketing, and H. W. ™e”tators, 


transportation department. 
Tank ships in use in 1938 were 


the fleet has been completely re- 
placed. Some $73,000,000 has been 
spent on refining facilities and to- 
day Union has as efficient an op- 
eration as any company in the 
country. 


Research Tripled 


In 1938, it was policy to drill 
only in California. Today Union 
will drill wherever there may be 


oil, and the company’s exploratory | 


and producing activities are car- 
ried on in 11 states as weil as 
Alaska, Canada and Paraguay, 
although California is still 
major source of oil. 


In recent years the company has | 


made major progress in the de- 
velopment of gasoline and oil 
products, uses for by-products and 
in experimental work to recover 
oil from shale. Appropriations for 
research tell the 
these developments. In 1939 
slightly over $500,000 was spent 


and employes how it works and. 
why ... to explain in easily) 
understood terms the philosophy 
that “the efficiency which has en- 
abled many companies to grow 
large has also enabled those com- 
panies to provide goods and serv- 
ices to the American people in 
quantities and at prices that can- 
not be equaled anywhere else in 
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As a result of these activities, | 
Union Oil now has physical prop-| 
erties as modern as any on the | 
coast, and in 1947 rang up sales 
totaling $171,788,000 and reached 
an all-time high in profits, $18,- 
910,860. For the first quarter of 
1948, sales of $50,900,000 indicate 
a volume of more than $200,000,- 
000 for the year. Its 1947 sales 
were slightly more than 100% 
greater than its $82,400,000 sales | 
in 1941. For comparison, a recent 
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it was|for research as compared to $1,-| pretty well learned how to handle 


things. Our next big job is to 
learn how to handle people.” 

Advertising and merchandising 
have also changed perceptibly. In 
addition to the innovation of free 
enterprise campaigns, “Minute 
Man” service was introduced, and 
merchandise (accessories, jobs re- 
quiring labor) is pushed through 
advertising. 

In 1948, $1,600,000 will be spent 
on five major types of campaigns: 
(1) Triton motor oil; (2) Minute 
Man service; (3) 76 gasoline; (4) 


survey among 30 major oil com-| merchandise, and (5) public re- 
panies showed demand for their | lations. With the exception of car 
oil is now 17% greater than in| cards, all major media have been 
1941. Even with a substantial rise| used. However, space or time is 
in prices, this is a very handsome| bought by campaigns rather than 
showing. media, the objective of the cam- 
paign determining the choice 
made. 

Outdoor advertising is always 
scheduled 10 to 11 months of the 


Daily Executive Meetings 


Among the management poli- 
cies Taylor introduced is a daily} 


executive committee meeting. 


its | 


story behind | 


Every morning at 10:30, Union’s 
five top men—Mr. Taylor; W. L. 
| Stewart, executive vice-president; 
|A. C. Ruble, vice-president in 
| charge of exploration and produc- 
|tion; A. C. Stewart, vice-president 


sidered the institutional advertis-|Set up a 10-year modernization | Sanders, vice-president and treas-_ 
ing their best sales support—an | program for the refining facilities,| urer—meet in Taylor’s office. | 
lattitude contrary to that of most | broadened the production policy| Nothing is allowed to interfere. 
salesmen toward any type of pro-| of the company and set out to| with the meetings whenever there 
| motion that doesn’t directly make | Modernize the seagoing side of the are three of the five in the city. 


The meetings are devoted to all 
problems of the past 24 hours, 


all over 15 years old. Since then| with the objective of making de- 


| 
| 


| cisions promptly. Few decisions 
/are carried over to the next day. 

| The same practical attitude is 
evidenced in the company’s ap- 
| proach to public relations. Taylor 
|is firmly convinced that public re- 
|lations is as important a part of 
an oil company’s operations as 
|production, refining, distribution, 
finance or marketing. C. Haines 
Finnell, assistant to the president, 
will tell you Mr. Taylor believes 
|it is definitely a management re- 
| sponsibility and that the president 
is personally responsible for all 
public relations and advertising. 


5 Drives This Year 


While problems in public rela- 
tions and advertising receive the 
same careful attention from the 
executive committee as any other 
major activity, the time is com- 
ing, Mr. Taylor believes, 
they will receive more. For, as 
| he puts it, “American industry has 


when | 


year, using 100% showing on the 
coast. In radio, because Union is 
regional, it is necessary to operate 
'on a limited budget which has 
dictated the use of low-cost pro- 
|grams, including dramatic shows, 
|dramatic mysteries, news com- 
and spots. 


Radio Boosts Sales 


Union says that its radio com- 
mercials pull about as successfully 
|as its space advertising. Where 
\its Los Angeles warehouse was 
| selling 41.3 sets of auto seat covers 
weekly before using radio on 
these, it was selling 78.4 weekly 
lafterward. Last summer it used 
‘two commercials only—and no 
other promotion— promoting a 
Lustre gas test, and its 44 stations 
in Los Angeles and San Francisco 
saw their average sales per week 
go up from 331.8 to 457.8—a 38% 
'gain. Some 223 outlets had a 65% 
‘sales gain after use of commer- 
cials and two-sheet posters at 
radio stations. 
| Newspapers are scheduled regu- 
larly in the western states for 
product and service advertising. 
|The annual statement is published 
in the same list, and in newspa- 
| pers reaching financial centers and 
drilling areas. General business 
magazines are used for publica- 
tion of the report as are all coast 
regional magazines, which also 
carry regular schedules for prod- 
uct and service campaigns. 

Forty per cent of the company’s 
volume is industrial, and about 
$125,000 is spent in trade and in- 
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“READ MOST” BY MEN 


INSTITUTIONAL AD READERSHIP 
“READ MOST“ BY MEN 


the world.” 
Readership Is High 


Readership of this series has| 
been: quite high. 
schedule in newspapers showed an 


Last year’s: HOW UNION OIL'S ADS FARE—Readership studies consistently show that Union 
Oil Co.'s ads, whether institutional (as at left), for Minute Man service (center) 


average of 19% “read most” by' or for Triton motor oil (right), get exceptionally high ratings. Figures shown here 


' 


7M 


TRITON AD READERSHIP 


“READ MOST” BY MEN 


NATIONAL 


for men's.ceading of the Tritom ad afte 


ave. 7% rriton av 40% 


not unusual for this "Believe It or Not 


type which Union uses. There are: separate drives on 76 gasoline and merchan- 
dise. Foote, Cone & Belding handles the account. 
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dustrial publications reaching | 


pasic western industries, which 
include aviation, fishing, lumber- 
ing, mining, factory, farming, 
trucking and construction. 

Readership of the Triton motor 
oil ads has been phenomenal. 
Compared to the national average 
of 7% read most by men, indi- 
vidual ads consistently show an 
average close to 40%. The ex- 
ceptional response is attributed to 
the layout. This closely resembles 
that of Ripley’s “Belleve It or 
Not.” 

Every word of copy is selling 
copy. Currently this advertising 
is running in the Argonaut, Desert 
Magazine, Fortnight, Metro-Pacific 
Comics, Pacific Pathways, Pic- 
torial Review, Portland Oregonian, 
Script, Sunset and Washington 
Motorist. 


Accent on Speed 
“Minute Man” service was in- 


troduced in 1941 after surveys 
consistently showed that custom- 
ers want high speed service with- 
out high pressure. High pressure 
selling was found to be the most 
objectionable feature of service 
stations. The service was not 
pushed very hard during the war 
because personnel problems made 
it difficult to deliver the promise. 
On the whole, even during this 
period, the momentum of the cam- 
paign in 1941-42 is felt to have 
helped dealers at least maintain 
ideals of service in relation to 
their competitors. 

Currently, Union sells the idea 
to dealers in a comprehensive 
Minute Man Service binder note- 
book. Says the booklet: “Quick 


and thorough service is more ap- 
preciated than any other feature! 
of station operation.” Using pho-| 
tographs and description, dealers | 
are told and shown how to pro- | 
vide service that pleases. At the | 
same time it is pointed out that if | 
the complete service plan is fol- | 
lowed, numerous possibilities for 
extra sales can result from the| 
checkups which are a part of the | 
service. 
| 
Many Union ‘Firsts’ 
Among the Union firsts were | 
the installation of air and water | 
hoses in the pump island, placing | 
the cash register at the pump is- 
land, use of paper towels for | 
cleaning windows, checking oil | 
and preventing dirtying of the| 
customer’s car with grease or oil. | 
When the personnel problems of | 
wartime, rationing and other op- 
erations problems made it neces- 
sary to change emphasis in mer- 
¢chandising and advertising, sales 
effort was put behind non-exclu- 
sive items such as seat covers, pol- 
ishes and similar items as a means 
of creating a buying urge and 
building traffic. This advertising | 
was so effective that it is now a| 
najor campaign each year. 
In this category are also placed | 
Such jobs as_ lubrication, spark | 
plug changes, hose repairs and) 


other minor mechanical work. 
During the war, radio, 24-sheet 
posters and newspapers’ were) 


used, but radio is now the medium 
most generally employed. Sales 
results from radio selling of ac- 
cessories have more than once 
forced Union to discontinue a cam- 
paign before it was completed be- 
Cause they were sold out of the 
featured product. 


Little on Gasoline 


Union advertises gasoline less 
than most other companies. Prod- 
uct campaigns are usually limited 
to one month. Because gasolines 
are so much alike, “There is very 
little to be said.” 

Public relations advertising is 
tmployed to explain changes in 
operating policy to the public. Re- 
sults have proved that the public 
appreciates being taken into the 
Company’s confidence. In _ this 
Manner Union has been able to 
*xplain gas quality during gov- 


ernment restrictions, service con-| 
ditions over which they have no 
control, credit card policy and 
other possible sources of irritation. 

The Union Oil marketing set-| 
up, under the direction of A. C. 
Stewart, is thoroughly decentral-| 
ized. 
are four territorial managers, each | the desired results. 
of whom has full responsibility 
for his territory. The same prin- 
ciple of delegation of authority is There is little time wasted at 
carried down to district managers. the meetings, which last about two 
: or agar age gob | ane a half hours and get under 
ing, dealer, support of advertising| way promptly. ‘Usually helping in 
intensified in the oil industry. The | oe er ee a poe on 0d 

Oo ee ’ 

close scrutiny of the oil business| from the executive committee. In- 


by anti-trust enforcement agen~ terest in meetings has become so 


cies does not allow the slightest | ,-eat that dealer service men must 


suspicion of any “must” when bid- 'pick the dealers they want to at- 


ding for cooperation of dealers. | tend. Dealers are allowed one 
colin Sot lant Sorin eran |fuese each trom thelr “organiza 

& P “*“»!tions. Discussion is invited and 
must be done to get the desired | dealers are allowed to get com- 
support. The meetings at which| plaints off their chest by submit- 
these plans are presented to deal- iting questions anonymously. This 
ers assume prime importance inj|year only one of the 49 districts 
Union’s planning. \failed to exceed previous attend- 


big meetings. 


Dealers Like Meetings 


| pases with 7,004 in 1947. 
Standard Oil of California 


is 


area. It is difficult to determine 


|\place—Shell and General 
|troleum (Socony-Vacuum) — re- 
port as a part of national organ- 
izations, and sales can only be 
lestimated. But regardless of 
|Union’s position, sales figures in- 
dicate no sign that they will stop 
|moving ahead for some time. 

| Foote, Cone and Belding is the 
jagency on the account. Jack 
|Smock, the account executive, has 
| written the copy for the public 
| relations series since its inception. 


Issues New Rate Card 


Keystone Motorist, Philadelphia, 
official publication of the Key- 
stone Automobile Club, has issued 
its new rate card No. 17. The new 
open rate is 75 cents per agate 
| line, minimum size one inch. 
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Until 1941, the year’s program|ance records. Toial attendance at! Winthrop-Stearns 
was passed on to dealers at a few|the meetings was 8,694 as com-| 
In that year it was 
decided to get down to grass roots 
by hitting the road and holding 
meetings in each of the 49 districts. 
Sales figures support the belief} where Union stands today because | 
In the area covered there | that these meetings have achieved |the chief contenders for second|y w, Kinney & Sons, Inc., Co- 


Pe-| lumbus, Ind. 


to Sell Cartose 


Winthrop - Stearns, Inc., New 


still a strong first in the western| York, subsidiary of Sterling Drug, 


has entered the infant food flieid 
with Cartose, a refined carbohy- 
drate originally introduced by 


It will be sold under fair trade 
exclusively through pharmacists. 


Wilson Names Montague 


Virginia Montague has been 
named advertising director of 
James K. Wilson Company, Dal- 
las men’s and women’s clothing 
store, succeeding Richard Mott- 


| weiler, who has joined the adver- 


tising staff of the Dallas News. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft*® 
900 Kibby St., Lime, U.S.A 
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To make their shoes look as handsome in newspaper ads as they 
look on your feet, Thom McAn uses Reilly pLasticrypes. For like 
hundreds of other leading advertisers, Thom McAn knows that the 
high fidelity of Reilly pLastictyPeEs assures cleaner, more uniform 
reproduction of even the most delicate line or halftone. Such fine 
fidelity of reproduction is the result of over six years of producing 


plastic plates. 


And tear-sheets tell the truth —the claims we make for PLASTICTYPES 
are merely results you can see in your own daily paper. Let us send 
you a list of advertisers using Reilly pLasticryPEs in your city, so 
that you can see the finer, more faithful reproduction they obtain 
every day. Just mail the coupon—tear it out now so you won't forget. 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPA 


305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO + DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 


How to 
put your 
best foot 
forward 


newspapers 
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You Save $$$33 


when you 
Switch to Thom McAn 


H ave shoe prices been putting a dent in your bankroll? 
Switch to Thom McAn and save $$$$$. Thom McAns stand out 
in any company. “Hidden Brand” Tests" prove you can't tell 
Thom McAns from shoes almost twice the price. 


* Hidden Brond Tes: Results Certified 


—the shoe everybody knows and almost everybody wears 


“Was | surprised! They only cost 
$5.95 and $6.65,” says Ewell 
Blackwell after taking Hidden 
Brand Test*, comparing Thom 
McAns with shoes costing almost 
twice as much. 


Make this test yourself. Compare 
your shoes with Thom McAns for 
smart style, for top workmanship. 
Only Thom McAn’s tremendous pro- 
duction makes this value possible. 
Try them and see why they are 
Ame. ica's largest selling shoe brand. 
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TEAR-SHEETS 
tell the truth 


Reilly Electrotype Company 
305 East 45th Street 
New York 17, N. Y. 


Pacer sects OM Oe UT Tar Teas TearmarteetsTe 


Tear-sheets tell the/tell the truth 


truth. Tear-she 
tell the 
Tea 


Mail me a sample Plastictype, and 
tear-sheets. 

Have a representative call to give 
me full details. 
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Gypsum Appoints Four 
David A. White Jr. has been 
named director of public relations 
of National Gypsum Company, 
Buffalo. Three commodity adver- 
tising managers also have been 
appointed. They are: Stephen F. 
Tucker, gypsum and metal prod- 
ucts advertising; John J. Hickey, 
paint and insulation board adver- 
tising, and Frederick C. Egloff, 
acoustical products advertising. 


Opens Display Contest 

National Pressure Cooker Com- 
pany, Eau Claire, Wis., is sponsor- 
ing a window display contest for 
its dealers, with a total of $3,000 
in prizes. The prizes are sched- 
uled to be given in two classes, 
department or general stores, and 
hardware or appliance stores. 
Point-of-sale material is being of- 
fered by the company. 


Appoints Lally 
D. E. Lally has been appointed 


Ford Follow-Up 


|Popular Mechanics, Popular Sci-| 


48 Budget May 
Hit $15,000,000 


| closed 
|Motor Company. While exact fig- 
/ures were withheld by the giant 


Detroir—An advertising pro-| 


| gram to support the new Ford that | 
'dwarfs any similar campaign 


in 
the automotive industry was dis-| 
last week by the Ford 


firm, it. was estimated that the 
‘comprehensive program will cost) 
|in the neighborhood of $15,000,- | 
| 000 for the last six months of the | 
| year. 

| Included in the campaign are 16 
| magazines and three comic strips. 
In addition, Ford will continue its 
| two network radio programs in 


assistant general sales manager of | the fall and step up its television 


Elastic Stop Nut Corporation of 
America, Union, N. J. He joined 
the company in 1943. 


MAGIC WORDS 


That Sell by Mail 


let us t to work for you certain ‘‘magic’’ 
words t get maximum orders for meri- 
torious products. We are « fully recognized 


advertising agency with « staff of top-flight 
mail order specialists. Established 1936. 
ARTWIL COMPANY, ee! 
26-8 West 48th St.. New York 19, New York 
PLaza 7.1355 


activity as well as the use of its 
| dirigible, which will make its 
|longest trip from its Lakehurst, 
UN. J., base Aug. 5-27 for Wiscon- 
| sin’s centennial celebration at Mil- 
| waukee. 


| Using 8-Page Sections 


Magazines in which generous 
| schedules of both four-color and 
| black-and-white space has been 


free are American Legion 
Magazine, Better Homes & Gar- 


PSE Tae ee 


| Newsday 


dominates the Real Long Island 


dens, Capper’s Farmer, Collier's, | 
Country Gentleman, Farm Jour- 
nal, Life, Newsweek, Pathfinder, 
Farmer, The 


ence, Progressive 


| Saturday Evening Post, Southern | 


Agriculturist, Successful Farming 


‘and Time. 


For the first time, Ford will use| 


eight-page sections in both Popu- | 


lar Mechanics and Popular Sci-| 
ence. These sections, scheduled | 
for August, will later be placed | 
between covers of the magazines | 
and mailed to 125,000 Ford deal- | 
ers, independent dealers and gar- | 
ages to familiarize them with the 
new Fords and how to service 
them. 

The Fred Allen program on) 
NBC and “Ford Theater” on CBS 
will be used when they resume 
next fall. 

Ford will place particular em- 
phasis on the outdoor program in 
its follow-up program by the use 
of 18,000 panels in 5,052 cities in 
which the company’s 6,500 dealers 
are located. 


| 
Signs Put Cars on Road | 
manager for Ford, has long been | 
an enthusiastic user of outdoor | 
panels and feels that by their use| 
the company can “put 18,000 more | 
new Fords on the highways” dur-| 
ing the time until the new cars| 
can be delivered. 


Now available here for prompt delivery 


© Trehsnmnad ingle | raftemandep — ret 
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FOC FROOUCTS MASE 1H ENGL ANE SOLE 444 OVER THE Wem 


—_————— ——— _ See them of these selected Ford Desters 


AVAILABLE—Soon, for $1,385 for the 
Anglia and slightly more for the Pre- 
fect, the public can buy these new 
English-made Fords and get prompt 
delivery in some markets. 


Advertising Age, July 5, 194% 


| 500,000 at dealer showrooms : 
ithe Cleveland area; 200,000 a 
|Boston showrooms and others a 
| Filene’s store and elsewhere; 160, 
'000 in Louisville; 200,000 in on 
day in Indianapolis; 505,132 i: 
| Pittsburgh; 350,000 to see the car: 
|in Detroit’s Convention Hall anc 
| to hear Horace Heidt’s band there 


| 628,742 in Buffalo (traffic jam: 
|/proudly reported); 125,000 ir 
Kansas City’s Municipal Audi- 
| torium, etc. 

Nobody counted the number 


who came out in Los Angeles 
when dealers used 40 searchlights 
to signal showings. 

John R. Davis, vice-president 
‘and director of sales and adver- 
| tising, estimates that the 28,211,- 
1/408 who viewed the new Fords 
‘included most of the 9,000,000 po- 
tential new-car buyers in the U. S. 
today. 

D. S. Harder, vice-president of 
|manufacturing, declared that tool- 
|ing, manufacture and purchase of 
/new machines, plus rebuilding of 


JWT spokesman said, that those| others, cost Ford $72,000,000. Of 
using television now will have|this, $37,451,000 was for design- 
the first choice of the most at-| ing, fabricating and trying out 
Ben R. Donaldson, advertising| tractive program spots and Ford) new machines, and $34,615,567 for 


will not be left at the post. 
Ford’s campaign follows 
successful pre - conditioning 
glorified teaser drive in which it 
“leaked” out facts about the cars. 
In these ads, attention was de- 
liberately directed away from de- 


the 
or 


new machinery and parts. 


FORD TO IMPORT 
ENGLISH MODELS 
Detroit — An extensive adver- 
|tising program is being set up for 


Ford, which has shown greater sign and styling and toward new|the sale in the United States ot 
confidence in television than most | functional innovations. Ford’s Mr. | Ford cars made in England, it has 
other auto makers, will continue| Donaldson reasoned that the new)| been disclosed by Ford officials 


its present participation in tele- | body lines and the like would get/and the J. 
'vising of baseball in Washington, plenty of attention once the cars| Company, its agency. The cars are 


Walter Thompson 


Philadelphia, Brooklyn, Chicago, were displayed. The pre-condi-| smaller and cheaper than standard 
| St. Louis, Milwaukee and Minne-| tioners were used largely to make | Fords, 


-where Retail Sales exceed $2,000,000 a day 


= 


85,467 


net paid daily average May 1948 


| reduced 


Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long Island, N. Y. ‘ 


Represented Nationally by Kelly-Smith Company 


| Group 


|a Roper poll, to achieve the great- 


apolis. 


The program is flexible|it stick in the public mind that} Pwo makes of automobiles and 


enough to permit expansion should the new Fords have something |... truck manufactured in Eng- 
‘the opportunity or desirability |mew under the hood as well. 


occur. 

The Al Esper comic strips will | 
be carried in Independent Comics, | 
Metropolitan Sunday 
and Puck—the Comic| 
Weekly. This series of strips has | 
brought what the J. Walter! 
Thompson Company, which han- 
dles the account, calls excellent 
results. “It has served as the best | 
medium of letting Esper take tech- | 
nical problems and explain them | 
in layman’s language,” an agency | 
executive explained. 


Not a Ford Record 


The large Ford program, how- 
ever, is no record for the com- | 
pany, and was mapped, in con- | 
formance with a survey made by 


est impact without needless dupli- | 
cation. The list of magazines was | 
substantially from pre-| 
vious years. 

It is felt that television is now | 
at a point at which advertisers 


| must take a chance of “getting in | 


and getting their feet wet or face 
the possibility of being left at the | 
post should television rise to great | 
popularity.” It is apparent, the | 


INDUSTRIAL MARKET DATA BOOK 


100 &. Ohio St., Chicago, Hi. 


oa ey 
3 


330 W. 42nd St., New York 18 | 


28,000,000 Saw Fords 


That the teasers were successful 


Comics| js borne out by the fact that some | 


28,211,408 people viewed the new 
cars at unveiling ceremonies 
around the U. S. These started 
with the Waldorf-Astoria showing 
for 251,273 spectators—and the 
display is now said to have cost 
$600,000. The New York district 


in all reported 1,445,126 viewers. | 
The turnout in Chicago, where 


the next-to-largest tent in North 
America was used, was a disap- 
pointing, more round-numbered 
125,000. 

Other figures: 

In Cleveland 95,000 viewers at 


| Higbee’s department store and | 


land by Ford are being distributed 
‘by selected dealers on the East, 
'Gulf and West Coasts. Although 


| 
| 


SOFT 


BOTTLED BA ppinks 


A BILLION Y DOLLAR INDUSTRY! 


To sell the soft drink bottlers of America, 
do it most effectively through the 


VA L Botllet 9” Ge We 


the dominant National publication in the 
soft drink industry since 1882. 
in ABC paid circulation * in advertising volume 
in editorial force, prestige, experience. 


KELLER PUBLISHING COMPANY 
80 Broad Street, New York 4 
Detroit: Penobscot Pao. 
Pacific Coast: 714 W. Olympic Bivé. 
Los Angeles 


KBON 
KOLN 


Lincoln, Nebr. 


McGeehan 


Atlanta 
Boston 


New York 
Chicago 


THE INLAND BROADCASTING CO. 


KBON-Fm 
KORN 


Fremont, Nebr. 


Omaha, Nebr. 


is pleased to announce 


the appointment of 


& 0’Mara 


exclusive national representatives 


Detroit 
San Francisco 
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ip Henry Ford.-II, president of Ford | Cross Joins Yoell 
A -orgpl Company, declared — ce William A. Yoell, marketing 
- a Page genome of hikes aie | consultant, New York, has changed r bed e Ce sec ° r 
~ § 6, oO e automobiles, | the name of his organization to Ai i 
one § acceptance may increase this fig- William A. Yoell, Inc., market, | oO I e Oo Uu we ea Ss 
in J ure sharply. No maximum figure) opinion and media research. John | 
“ars | has been mentioned. i. A. Cross, formerly marketing | 
and The cars are the Anglia, a two-|research manager for Bill) 
ere: | door sedan that sells pony for ae Picea mo tags 0 e 
ams § $1,389 on both coasts, and the , 
in | Prefect, a four-door sedan that | eee of the general research a 
idi- | will be about $150 more. No price | h b d f x 
tag has been put on the one- Joins Geare-Marston as een a ver is ing on 
ber J quarter and one-half ton Thames! ; 
eles | panel trucks. | Earl R. Nazar, Gloucester, N. J., 
sht Schedule Gh ‘who designed the China-Burma- ‘ . 
: e Showings ‘India theater insignia while serv- £ f M 
lent Under the distribution program aa with ae gp to S a lon empl LIS 
yer- | now being expanded, the importa- | the war, has joined the art de- 
11,- J tions are given over to a so-called | partment of Geare-Marston, Inc., | 7 e J ; ; 
ords | “direct” dealer in each territory; Philadelphia and New York | A “spot” advertiser with 4,680 quarter hour programs during this period. 
po- | who in turn selects other dealers | agency. | 
J.s.§ through whom the cars and —__—_—— q ; = ; are 
tracks pert at apart celia To Honig-Cooper | : S000 watts day nd night, 790 kib- W M CF vice Yi station in the Mid- 
t of ong ws es ipmen o! eac The Los Angeles office of Honig- 7 ocycles. | anon representatives, . 
ool- car the selected dealer will re- Cooper has been named to handle the Branham Company. Owned 
e of ceive a full line of parts and ac-/a4 national campaign for the Serv- and operated by the Commercial M M CT Television coming soon 
g of gcessories. These will be offered | Rite folding tray table, new prod- Affiliate Appeal. 
only by the Ford dealers han-j;uct of Alexander-Wilson Com- 
Of 
ign- § dling the Anglia and Prefect. Keen | pany, Glendale. 


out g competition for designation as a 
’ for selected dealer has been reported. 
So far the importations are 
available in the New York and 
Los Angeles districts. Showings 


se 


Sd Rio i Se a 


are scheduled next in Washing- : Fe 4, ; 

ton, New Orleans and _ several oe 
ver-1 Florida cities. ‘ Pond 
for} By mid-summer they will be 5 
Ss Otfshown in Texas, Chicago and in * . 
has} most key cities of the nation. = 
cials} The advertising program has - 
psonf been set up along similar lines to No other magazine or group offers : 4 
;arefthose of the Ford Advertising : , Nee 
dard} Councils, which handle the local even half of these features: ae 

accounts and spend the funds cre- e. 


and ated through allocations from each 
vehicle. The advertising is pre- 


Sure ti ere’s a 


eng- 
ol pared by JWT. The schedule calls tt s 
tee for ads in 400 newspapers in 300) ,. al é 
“SI cities by the end of the summer | ~ é we Be s ‘ Pai 
ought when the importations will reach a a ¥ th J {0 It eight magazines, each locally Fe 
pe sae. ie dl a” Fs abe . edited for its own market Se 
May Use Magazines a A TS SS NS RRS Ye ee ee NN we 
Plans toward a magazine pro- i 
gram in the future are being con- GRAVURE REPRODUCTION 
sidered, but such a campaign will , : : 
rRY! not be inaugurated until the cars ...top quality reproduction in 
‘BPre available on a nationwide| Turning subscriber-families into reader-families is monotone, duotone and full 
basis and public acceptance has | i. s he eight Locaily-Edited color 
x been definitely established. an every week job for the eight Loca ~~ ite 
In addition to the newspaper | Gravure Magazines. And the secret of their suc- : 
program, generous use of local cess is really no “secret” at all—just a case of UNIFORMITY 
owm. Bradio, particularly spots, is under | re . , ‘ ‘ ‘ 
way. sound editorial policy. Each magazine is tailor- ...$ame size, same format— 
The newspaper advertising edited for its own readers. all printed at one modern gra- 
Mremes the popularity of the cars Why? Because we believe that people are just nat- vure plant 
in England where, the copy says, , 
“More Anglias and Prefects have | urally interested most in the persons, places and 
——fbeen sold in England during the| events that are closest to them. We simply give EDITORIAL BALANCE 
postwar period than any other! al ‘ nd articles : , 
lewemsieed English made car—| them what they want: pictures, stories a t ... tested text-pictorial balance 
proof of their popularity.” Also, centering around the local scene. for thorough readership as well 
“They'll be popular with you. Result? Leadership in readership ... and a sound as high reader traffic 
Shorter wheelbase—but plenty of dvertisine bu 
leg-room and head-room. More Gave g ony: 
economical—amazingly low gaso-| CONVENIENCE 
line and oil consumption. Easier | . . 
to handle in traffic or when park- | Pbrviieg all eight or any combi | 
ing nation—1 order, | set of posi- 
The Anglia and Prefect are tives, 1 bill | 
mespecially designed for American | | 
requirements — having left - hand | 
drives, standard gearshift, etc. MERCHANDISING 
b wr goa the a ng Tagg ... full cooperation by the 8 
cepted enthusiastically in the U. S. : 
. newspapers of which these 
ls extremely doubtful. Their styl- siren ore an intearal part w 
ing is comparable to the 1936 9 © a 
Ford. But wherever they will be| , 
offered they will be available for oe 
° ATLANTA JOURNAL SATURATION COVERAGE 


Immediate delivery. This feature 
will stimulate sales among those} COLUMBUS DISPATCH 


r iri ; HOUSTON CHRONICLE 
equiring cheap _ transportation, INDIANAPOLIS STAR 


... each of the 8 magazines is os 
circulated by the market's first = 


since the cars will be available LOUISVILLE COURIER-JOURNAL newspaper Dadi 
lor less than most late model used THE NASHVILLE TENNESSEAN yet 
Cars 
: , NEW ORLEANS TIMES-PICAYUNE-STATES 4, 

Ford officials are confident the SAN ANTONIO EXPRESS : LEADERSHIP IN 
importation will not compete with a READERSHIP 
their American made products, ll : 
despite the differential in price. Eight weekly newspaper. magazines as ... proved in a recent compar- 
Mr. Ford originally consented to, featuring the Local Touch ge ison survey® 
af a aed nd with Unis = fer highest reader interest, ag 
ales ‘alee . - —_ | for greater advertising value. 4 a ee 

7 .. H . ) Pe Cc f th foll wi R tatives: 
Total circulation: sina 1,660,000 x: Branham P nanny Bes s Kelly, Tohe Bodd Company, Kolly-Setth 
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Hershey-Paxton Moves | 
Hershey-Paxton Company, De-| 


Yroit agency, has moved to 2930) 
West Grand Blvd. | 


Se 


Company, O'Mora & Ormsbee, Sawyer-Ferguson-Walker Company. 
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Never Underestimate the Power of a Woman! 
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\ 
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w Mi, if! 


CINCIAN 


(ae 


( 
2 Mlle. BY (os UM Dug 


Nor the Power of the Magazine Women Believe In. 


More women buy Ladies’ Home Journal, because its stimulating editorial fare plays such an important part in women’s lives. That’s why, if 


women buy your product, or influence its purchase, you can tell more women, so much more effectively in Ladies’ Home J 0 URN A q 


a ee, 


Bought by nearly a MILLION MORE women than any other magazine * 


*Monthly OR weekly, with audited circulation. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


aa 


, ed ~ _~ i 
o i - 
dS 4 “ai 
a imately 20 al JUDGES VOTE—Contest judges, who awarded the annual Alpha Delta Sigma 
ee ae comet Ke’ — President's Cup to the ADS chapter at Northwestern University, are (seated, 
ada are authorized to produce these left to right): Karl T. Finn, advertising director, Cincinnati Times-Star; Fred F. . 
new bottles, which are being offered to Rowden, advertising manager, St. Louis Post-Dispatch; Wesley |. Nunn, adver- ; 
all fwanchiced bottlers ef hileton tising manager, Standard Oil (Indiana), Chicago, and Otto Kleppner, president, A | 
Orange and other beverages by Mis- Kleppner Co., New York. Standing are Milton E. Gross, national executive sec- © 
sion Dry Corp., Los Angeles. The retary of the professional ad fraternity, and Donald W. Davis, national president. 
flavors are designated on the crowns, 
making the bottles interchangeable for 
all Mission beverages. 


CINCIAMANS PLAY AGAIN—Among the 130 golfers at the June I! Cin- 
ciama party, annual event given by magazine and farm publication representa- 
tives covering the Cincinnati territory, were (upper row, left to right): Jack mrss 
Hewitt, Andrew Jergens Co.; William G. Werner, Procter & Gamble; Dan , 
Humphrey, Ohio Farmer, and Herbert S. Lenz, Stockton-West-Burkhart, Cin- 
cinnati agency. Lower row: Frank Chaffee, American Home; Edward Arnold, 
Procter & Gamble; Don Manchester, Dancer-Fitzgerald-Sample, and C. C. 
Uheling, Procter & Gamble. There were 268 at the dinner held at the Maketawah 
Country Club. 


PROMOTER—This full-color display a ie : 


piece, incorporating an actual Arvin 


portable set, is part of a dealer kit, 3 
including counter handout literature 
and a five-piece trim for dealers’ win- ON THE SET—Dorothy Malone, film star, chats with Larry Hagaman, adver- 
OPEN HOUSE—Jacqueline Cochran, president; William M. Holmes, chairman, dows. Roche, Williams & Cleary, Chi- tising manager of The Mengel Co., Louisville, between shots of the furnitare 
and Leonore Buehler, advertising and sales promotion director of Jacqueline cago, handles the account of Noblitt- sets for a campaign built around three Hollywood stars. The illustrations, 
Cochran, Inc., were corralled for this picture, taken at the opening of the com- Sparks, Columbus, Ind., Arvin manufac- made in Hollywood, will be the focal point in the campaign, scheduled for 
pany's 630 Fifth Ave. offices. turer. July, August and September issues of six oatead magazines. 


NAEA CONVENTIONEERS—Upper row (left): Harold V. Manzer, business manager, Worcester Boston Daily Record. Three Bureau of Advertising men who spoke at the convention were (lower left): 
Telegram-Gazette and Post, president of the Newspaper Advertising Executives Association, and Harold (Rusty) Barnes, assistant director; Don U. Bridge, of Gannett Newspapers and head of the 
George G. Steele, advertising director, Philadelphia Bulletin and NAEA Ist vice-president, at a lunch- bureau's plans committee, and Alfred B. Stanford, director. All smiles (center) are William Bryant, 
eon session at the NAEA convention in Quebec. Center: Thomas J. Cochrane, New York News; Leo J. Ward-Griffith Co.; Frank Rook, Providence Journal-Bulletin; R. M. Earnes, Woonsocket Call; Earl 
Abrams, Chicago Sun-Times; Sam Poole, Metropolitan Group, gnd Ben L. Moyer, New York News. H. Maloney, Peoria Journal and Star, and W. W. Sauerberg, Ward-Griffith Co. Right: Karl T. Finn, 
Right: C. W, Rogers, advertising director, Boston Post, and Ernest Hoftyzer, advertising director, Cincinnati Times-Star, chats with Samuel G. Howard, advertising director, Denver Post. 
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Seasoned Industrial 
Space Salesmen— 


An Unusual 


Sales Opportunity— 


Long established, but rapidly 
growing Chicago publisher of 
two industrial papers has key 
New York and Cleveland open- 
ings for hard worker who can 
handle very sizable present bill- 
ings and large potential for in- 


crease. 


Write briefly as to age, back- 
ground, immediate income re- 
quirement; enclose snapshot. Re- 
plies in strictest confidence. Our 
organization knows of this ad. 


Box 7110, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


RETAILING DAILY 
The Home Furnishings 


Newspaper 


has openings for two space 
salesmen with proven selling 
for 
merchandising sense, imagina- 
enthusiasm. 
Unusual opportunities—one in 
New York—one in Chicago for 
men who can sell business pa- 
se space along constructive 
i in New 
York or Chicago write age, 
earnings, education, experience 
to Edmund Fairchild, Midwest- 
Fairchild Publi- 
418 South Market 
Street, Chicago, Ill. or L. E. 
Williams, Advertising Director, 
12th 


call 


ability. These jobs 


tion, ideas and 


ines. For interview 


ern Director, 
cations, 


Retailing Daily, 7 E. 
Street, New York City. 


ASSISTANT 


ADVERTISING MANAGER 


Large retail advertiser in Ohio offers 
opportunity to young, aggressive ad 
man who can work with people and 
get things 
through on advertising and merchan- 
dising plans, coordinating activities of 
agency and advertising department. 
Experience with radio desirable. Write 
us a letter and sell yourself. Give 
important facts on education, experi- 
ence, and earnings. 


Box 7105, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


done. He will 


}than he 


follow 


OUTDOOR 
ADVERTISING 


Matured man, thoroughly ex- 
phases of 
Outdoor Advertising — paint, 
posting and three-sheets — fa- 
miliar with rates and capable 
of evaluating showings, seeks 
class 
agency, either in a managerial, 
advisory, or traveling capacity. 


perienced in all 


position with high 


Write or wire 
Box 7106, ADVERTISING 


AGE 
100 E. Ohio St., Chicago 1, Ill. 


Mature, experienced magazine 
setting up his own representative organization 
to sell space for a selective group of national 
or sectional magazines, farm journals and bus- 
Territory ——- the potentially big 
New York State and 
one he knows intimately 
and has been covering for leading publications 
sense, 


iness papers. 
volume New York City 
New England 


these past 3% 
tensive cultivation of all your prospects, prompt 
Please write 
outlining your needs. 


reports, 
for further 


330 W. 42nd St. 


TO A PUBLISHER 
WHO WANTS 
MORE BUSINESS 


area 
years Offers gox 


impeccable references. 
details 


Box 7107, ADVERTISING AGE 


salesman 


New York 18, New York 


FOR RENT—BEST ADV. AGENCY OFFICE 
SUITE in Chicago—619 N. Michigan— 
3428 sq. ft. — 13 beautiful private 
offices—private elevator and entrance 
—shelves — stockroom—library—cocktail 
room. PRICED BELOW MARKET. Burton 
Browne. 


Del. 8300. 


RATES: 
(maximum 


lar card 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personne!l 
2009 8S. State St., Har. 2063, Chicago 
Ass’t Salesmanager, who knows how 
to sell advertising and publicity 
program. Must be willing to travel, 
also hire and train salesmen for a 
national organization. Opportunity 
for man who qualifies. Replies con- 
fidential. 
Box 9603, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SHAY AGENCIES 

Serves Both Employer & Employee 

Covers Complete Advertising Field 
Courteous-Confidential Service 

20 W. Washington, Chicago 2, Il. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash, Fra. 0115, Chicago 


CIRCULATION MANAGER 
FOR CCA PUBLICATION 
No subscriptions to sell—but we do 
want a conscientious, experienced 
young man (25-35) to maintain, and 
add to, the top-notch list of indus- 
trial plants in the country. Ideal 
working and living conditions. 
Box 9656, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Iil. 


AGENCY ARTIST Swell opportu- 
nity for progressive young artist 
who likes layout and typography— 
but he’s gotta do finished too. Small 
city 4A agency midwest handy to 


Chicago. Industrial and consumer 
accounts. Write: 
Box 9653, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Dl. 


PUBLICATION PROMOTION MGR. 
This is a newly-created post that 
can grow as big as you want. Ini- 
tial assignments will include prep- 
aration of our advertising, direct 
mail to prospects, sales presenta- 
tions, and reader promotion. Our 
publication is controlled circula- 
tion, over 25 years old, and located 
in a beautiful resort town near 


Chicago. 
ADVERTISING AGE 


Box 9655, 
100 E. Ohio St., Chicago 11, Ill 


EXPERIENCED COPYWRITER 


Prominent Chicago Advertising 
Agency is looking for a well-round- 
ed man on national accounts. We 
want a writer thoroughly experi- 
enced planning and writing effective 
promotional material to dealers and 
knows he is capable of a bigger job 
is now doing. Experience 
on major appliances valuable. A 
great opportunity for a self-starter 
who can see work through to com- 
pletion and who has the capacity to 
grow. Please give experience, salary 
desired and personal data fully in 
letter. Address, Mr. Krick, 230 N. 
Michigan Avenue, Chicago. 


Wanted—Writers of Fiction, [Imagi- 
nary and Fantastic stories to produce 
short stories of 200 words or less. 
Address World's Company, P.O. Box 
573, Columbus, Ohio. 
POSITIONS WANTED 
7 YRS. ADV. EXPERIENCE 
Young adv. exec. has 
layout, copy, art for 3 top mail 
|order firms and elec. appliance mfr. 
Contact, liaison a specialty from 
rough idea to finished job. Desires 
Chicago position with responsibility. 
Complete references. 
terview on request. 
Box 9657, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

AGGRESSIVE IDEA MAN 

Can write, promote, sell your prod- 
uct or service. Winner national, 
midwest recognition outstanding 
newspaper copy-layout. Experienced 
advertising salesman. Make excel- 


lent impression. Age 34. Best ref- 
erences, 
Box 9658, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Experienced in copy-writing, simple 
layout, direct-mail, newspaper re- 
porting, magazine editing, ‘public 
relations. Speak French. Age 30. 


tising.s Data sheet on request. 

Box 9659, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. | 
Young, aggressive college graduate 
with daily newspaper experience de- 
sires position to start about Sep- 
tember 1. Male, single, willing to 
learn, Write John Kennedy, 528 
lowa Ave., lowa City, lowa. 


ARTIST — layouts, 


comps, spots, 


thorough knowledge of paste-ups 
& mechanicals. 4 years ad agency 
experience, Salary 55-60 a week. 


MU 6-3757, New York City. 
~_ REPRESENTATIVES WANTED 
Publishers Representatives 
in West Coast and mid-west terri- 
tories, for regional horticultural 
publication, A B C. Personal inter- 
views in Los Angeles, San Francisco 


and Chicago. Write fully, listing 
present connections. 
Box 9652, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. _ 
We need services of a Chicago lo- 
eated free lance publishers’ repre- 
sentatives’ office. We prefer one 
who knows something about the 
outdoor field. However one which is 
adequately sales staffed is more im- 
portant. Our selling job is a news- 
paper column now running in 10 of 
the Midwest’s top Sunday newspa- 
pers with a five million circulation. 
Write 534 Baker Bldg., Minneapolis, 
Minn. 


MISCELLANEOUS 
Advertising, Sales Literature, copy, 
layouts, ideas for Publications and 
Direct Mail, expertly prepared at 
low cost. 

Robert Peterson, Phone Central 6750 
442 Civic Opera Bldg., Chicago 6 


Speyer, Ace JWT 
Production Man, 
Retires July 1 


Cuicaco—George W. Speyer, di- 
rector of mechanical production 
for J. Walter Thompson Company 
here for 25 years, retired from 
service Thursday. 

Mr. Speyer began his career in 


with a salary of $3 a week. He 


their applications in Germany. 
Upon his return to New York, 
he supervised the production of 


by letterpress, rather than by the 
usual lithography, and later or- 
ganized the first letterpress de- 
partment in a lithograph house— 
Sackett & Williams of New York 
City. 


to move to the Philippine Islands, 
where he had heard there were 
golden opportunities in the print- 
ing business. He got as far as 
Philadelphia, took a temporary 


advertising agency production 
work with the Morris Advertising 
Agency. 

About 1916, Stanley Resor, who 
had just acquired control of JWT, 
called Mr. Speyer to New York for 
an interview. Soon afterward, he 
accepted a position as production 
manager with the Thompson 
agency in Chicago, stayed for two 
years, left to be an electrotype 
salesman for four years and re- 
turned to the company in 1922. 


After a rest in Chicago, follow- 


| Speyer plan to take that long trip 
|—just where, they haven’t yet de- 
| cided. 


‘Life’ Boosts Murphy 
and Hallenbeck 


Arthur Murphy, business man- 
ager, has been named general 
manager of Life, New York. He 
joined Time, Inc., in 1937 and be- 


the printing business in New York | 
at the age of 16, as an apprentice) @ 


later studied transparent inks and | 


the color cover of Leslie’s Weekly | 


After several years, he decided | 


job, liked it, married, and entered | 


Arthur Murphy John Hallenbeck 


came business manager of Fortune 
in 1942. On his return from Army 
service he was appointed business 
manager of Life. 

John Hallenbeck, in the cor- 
porate production department of 
Time, Inc., has been appointed to 
succeed Mr. Murphy as business 
manager of Life. He joined the 
company in 1940. 


Appoints Munnecke 


Wilbur C. Munnecke, vice- 
president of the University of Chi- 
|cago and secretary of its board of 
| trustees for the past four years, 
| has resigned to become admin- 
istrative vice-president of En- 
| cyclopaedia Britannica, Inc., Chi- 
| cago. 
| 


‘ANA Meets Oct. 25-27 


The Association of National Ad- 
vertisers will hold its annual con- 
vention at the Waldorf-Astoria, 


|ing his retirement, he and Mrs.'New York, Oct. 25-27. 


supervised | 


Resume or in- 


Desire post abroad in export adver- | 


Advertising Age, July 5, 1948 


50TH BIRTHDAY—Special promotion for the 50th anniversary of the founding 


of the Fisk Tire Company, Chicopee Fal 


Is, Mass., is being planned by Sandford 


C. Smith, left, Fisk account executive at Campbell-Ewald Company, New York, 


and D. E. Detweiler, seated, 


Fisk's advertising manager. 


Olympia Kitchen 
Cabinets Bow 


Otymp1a, WasH.—Introducing a 
new line of aluminum kitchen 


‘cabinets, Western Metalcraft, Inc., | 
| took space in business publica- 
— |tions of Seattle and Portland to 


reach builders and suppliers and 


will follow in August with full-| 


page copy in Sunset. 

A complete line will be sold 
under the Olympic Kitchen Kabi- 
net label. Dealers are being estab- 
lished in 11 western states. Furni- 
ture, hardware, lumber dealers 
and department stores will be the 
primary outlets. Direct mail to 
architects and contractors is also 
being employed. 

Western Metalcraft was organ- 
ized during the war to make 
aluminum parts for Boeing Air- 
plane Company. When the war 
ended, it shifted to the manufac- 
ture of kitchen cabinets for Hot- 
point, Inc. The new Olympia line 
supplements continuing produc- 
tion for Hotpoint. 

The company also will 


Market Research 
Council Approves 
Code of Practices 


| 

| New York—The Market Re- 
search Council has approved the 
principles proposed for a code of 
professional practices for market- 
ing research. The code was pre- 
| pared by an independent commit- 
'tee of research men, and was 
|presented to marketing associa- 
tions April 30. 

The council has sent a copy of 
‘the suggested code to each of its 
members, asking their comments 
/and suggestions by July 15. These 
|will be incorporated in the final 
code recommended at the fall 
| meeting. 
| The council also urged that the 
| code be adapted to all marketing 
|research and not restricted to in- 
|dependent research organizations. 
This action followed recommenda- 
tions of a special committee com- 
posed of Donald E. West, McCall 
|Corporation; D. E. Robinson, C. J. 


soon| LaRoche & Co., and Samuel G. 


bring out a line of knockdown| Barton, Industrial Surveys. 


cabinets for assembly on delivery | 


to be called the Olympia “Kaydee | 
Kabinet.” 
Botsford, Constantine and Gard- 


ner, Seattle, is the agency. 


Station WWJ] Ends 
Transcribed Ban 


Station WWJ, Detroit, which in- 
stituted a ban on transcribed com- 
mercials in November, 1944, on 
the ground that repetitive tran- 
scribed commercial announce- 
ments were one of the chief con- 
tributing factors to over-commer- 
cialization, has ended its boycott. 

In announcing the shift in pol- 
icy, Harry Bannister, WWJ gen- 
eral manager, said that “there has 
been a great improvement... ad- 
vertisers, agencies and broadcast- 
ers have become much more 
aware of their basic responsibili- 
ties to the public.” 


Toni Wins Legal Test 
in Louisiana 

The Louisiana state legislature 
has killed a bill which would have 
forced Toni and other home per- 
manent wave suppliers to print a 
“poison” warning on the outside 
of packages offered for sale in the 
state. 

Sponsored by the beauticians, 
the measure died as legislators’ 
wives heckled oratory on the 
theme: “We must protect our 
people against poisoning by some 
northern patent medicine outfit.” 
Said one member of the distaff 
side: “I’ll keep on using the stuff, 
label or no label.” 


‘Sun’ Boosts Price 

The Sun, Lowell, Mass., has in- 
creased its street sale and home 
delivered price from four to five 


| cents. 


Principles Listed 


This committee recommended 
last April that: 

“1. Limitations of survey tech- 
niques be kept in mind and only 
such assignments as can be per- 
formed within those limitations be 
accepted. 

“2. Always preserve a_ thor- 
oughly objective, impartial and 
unbiased attitude. 

“3. All information about cli- 
ents’ business and markets be 
held confidential. 

“4. Fully and truthfully describe 
to the client methods and tech- 
niques used in performance of 4 
research project.” 

The report also proposed: that 
“no professional services should 
be rendered where price rather 
than quality is the only considera- 
tion; no deviation from _ estab- 
lished research standards or in- 
dulgence in research practices in 
order to prove a case, and no re- 
lease of confidential information 
without specific authorization Dy 
the client.” 


Form Liaison Group 


Members of the International 
Council of Industrial Editors have 
formed a government liaison cor- 
mittee, following a meeting with 
Dr. John Steelman, assistant ‘0 
President Truman. Objective of 
the group is to disseminate infor- 
mation on capitalism both here 
and abroad. 


Names Scott 

American Artist, New York, hs 
named Duncan A. Scott & Co., San 
Francisco, as West Coast adver- 
| tising representative. 
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2S banquets. 
Ss Filter Queen vacuum cleaner 
| salesmen have used a similar ap- 
Re- proach, opening with: “Good 
i the Jmorning, madam. Do you listen to 
de of FQueen for a Day’?” 
rket- | George Kamen collects the gifts 
pre- for this program, which dispensed 
nmit- $1,700,000 in household appli- 
was Pnces, clothing, jewelry, etc., 
socia- fast year, and for “Heart’s De- 
ire” (Philip Morris), “Everybody 
py of Fins” (Philip Morris), “Lucky 
of its Partners” (MBS sustainer) and 
ments FRFD America” (NBC sustainer). 
These Pome 150 manufacturers supply 
final Bim with all sorts of enticing 
. fall Rems ranging from Chen Yu nail 
olish to Packard convertibles. 
at the Bulletin to 500 Stores 
ceting . , 
to in- § His prize procurement is fol-| 
itions. Wed with merchandising sug- 
enda- §@Stions for participating com- 
com- §2nies. His weekly bulletin to 500 
{cCall fepartment store executives tells 
ee vhat products are being plugged 
el G. ! which shows and offers ideas 
ir tie-ins in window displays and 
ivertising. Every client receives 
photograph of the program’s 
ended Paster of ceremonies presenting 
is product to the winner. On oc- 
tech- Fsion, the service of the master 
i only F ceremonies is secured for tran- 
> per ‘ribed announcements to be sup- 
ons be lied to retailers for use on local | 
ations. 
thor- |. VP Service furnishes prizes for 
1 and local and four network broad- 
psts. The latter list includes 
at cli- oni’s “Give and Take”; ABC’s 
ts be eY offering, “Go for the House”; 
.S. Tobacco’s “Take a Number” 
escribe id CBS” latest daytime audience 
~ tech- prticipation package, “Sing 
e of ag US 
VIP, when contacting manufac- 
d: that MES as gift sources, talks in 
should rms of several programs. A 
rather ‘ong selling point is the success 
sidera- such giveaway clients as the 
oe aker of Rembrandt lamps, little 
or in ard of until it got on “Give and 
ices in ke.” Contestants, Bill Murphy 
ome VIP points out, invariably iden- 
mation i the lamp by brand name on 
ion DY how. 
Sponsors Identified 
Networks delighted by the effect 
prize-loaded audience partici- 
1ational uon shows on ratings; listeners, 
rs haveM’er averse to getting something 
yn cori- nothing, and manufacturers, 
ig withBo want network time without 
tant ‘Ofving for it, agree that give- 
tive if ays are a wonderful thing. But 
e “a “ lat of the man who pays the 
th he Does the listener, his eye 
the brand names in the gift 
‘ket, forget the sponsor? Spon- 
identification of the programs, 
ork, has§'eported by C. E. Hooper, Inc., 
Co., Sangords a partial answer to that 
adver-festion. 


Prize Donors 
Ride High on 
Giveaway Shows 


(Continued from Page 1) 
away technique is to comment on 
the glamorous prizes in a way 
calculated to make the listener’s 
mouth water. 

This same cruiser also illus- 
trated the sales potency of this 
brand of radio. Three people 
called ABC on Monday to offer to 


cracked the jackpot the preceding 
evening. 


Help House Salesmen 


Firms which sell directly to the 
consumer have found that the 


shows helps to get salesmen in- 
side the door. One such company 
is the Fine Arts Sterling Silver 
ne re Philadelphia, which 
sometimes makes the presentation 
of its “Stop the Music” prizes at 


Jf 13 leading network giveaway 


buy the ship from the lady who} 


prestige of mentions on network | 


and quiz shows, selected at ran- 
‘dom, only Sterling Drug’s “Bride 
‘and Groom” (32.7) and Luden’s 
“Strike It Rich” (37.9) fell below 
the average sponsor identification 
‘of 41.1 on the May 30 report. 
‘The others—this does not include 
“Stop the Music,” not sponsored 
las of that date—were well above 
| average. 

Second to Lux Theater (89.0) 
|in this respect is Mars’ “Dr. I. Q.” 
(88.9), who scatters cash, not 
goods, in balconies. 
oratories, which complained of the 
itime devoted to prize donors on 
“Queen for a Day” 
scored 53.7. Backer of the other 
half of this show, Philip Morris, 
rated 46.9. 

Identification scores on similar 
broadcasts: “Break the Bank” 
(Bristol-Myers)—cash only, 46.4; 
“Ladies Be Seated” (Toni)—mer- 
|chandise, 68.2; “Truth or Conse- 
quences” (Duz)—merchandise, 


Miles Lab-| 


recently, | 


| 77.3; “Take It Or Leave It” (Ever- 
\sharp)—money, 63.8; “Quick As 
a Flash” (Helbros watches)—cash, 
47.4; “Give and Take” (Toni)— 
|merchandise, 69.6; “Everybody 
Wins” (Philip Morris)—money 
and merchandise, 64.9; “House 


Party” (General Electric) — G-E 
products, 63.3. 
| Philip Morris’ showing’ on 


|\“Everybody Wins” is noteworthy 
‘for a broadcast not yet through 
|its first 13-week cycle. 


ABC Names 2 Directors 


At its directors’ meeting at Mus- 
|koka, Ont., the Audit Bureau of 
Circulations appointed Thomas H. 
Young, director of advertising, 
| United States Rubber Company, 
to fill the vacancy caused by the 
resignation of Ralph Starr Butler. 
Lawrence B. Sizer of Marshall 
Field & Co., Chicago, was named 
to succeed William H. Howard of 
R. H. Macy & Co. 


Studebaker Joins 
‘Scholastic Magazines’ 


Dr. John W. Studebaker, U. S. 
commissioner of education since 
1934, will join Scholastic Maga- 
zines, New York, as vice-presi- 
dent and chairman of the edi- 
torial board. He 
has submitted 
his resignation to 
President Tru- 
man effective 
| July 15. 

Dr. Studebaker 
will supervise 
Scholastic’s edi- 
torial services for 
the English and 
social studies 
curricula of 
junior and senior 
high schools. He 
also will help to develop new 
magazines, including a periodical 
for senior high school English stu- 


Dr. Studebaker 


dents to be launched in Septem-| 


| ber. 
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‘Toledo Adwomen Elect 

The Women’s Advertising Club 
of Toledo has elected Irma Noonan 
Schaeffer, advertising manager of 
the Fair Store, president. Others 
elected are: Dorothy Coon, La- 
Salle & Kochs, vice-president; 
Catherine Quealy, Toledo Blade, 
2nd_ vice-president; Edith Bre- 
|nizer, treasurer, and Leah Sisson, 
secretary. 


To Lewis & Gilman 

John J. Felin & Co., Philadel- 
phia pork packer, has placed its 
advertising with Lewis & Gilman, 
Philadelphia. 


VIC TAKE & ASSOCIATES 


eet F ARCADE 8106. ° SAINT LOUIS 


; 


—~-—__ PRINTING PRODUCTS CORPORATION 


Can Do For Thee 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


T 


doubt, it is best to write or p 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
orders in which we specialize—from ILLUSTRATIONS 


of printin 


HERE is a large volume of the kind of printing Printing Products 
Corporation is best ye ge te and organized to produce, so if in 
one what is wanted and information will 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


cuts and copy until delivered. 


A large, efficient and completely 7 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


faces, 


print. 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


Proper Zuality 
Zuich Delivery 
Right Price 


A SAVING is 
in shipping or mailing when 
is 


printing 
the great 


j distributing point. 


A —— connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


a el ees 


we ARE STRONG ON OUR spec! 


Products 


(THE FORMER ROGERS AND HALL CO 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


New Display Type 
for all printing orders. 


| Clean Linotype 


Monotype and Ludiow 
typesetting. 


All Standard Faces 
of type and special 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 


Mailing and Delivery 


service as fast as : 
copies are completed. — 


art’ 


MPANY) 


if desired. 


often obtained 


done in Chicago, 
central market and 


<2 


H. J]. WHITCOMB 
Vice President and 
Assistant Director of 

les 
L. C. HOPPE 
Secretary 
W. E. FREELAND 
Treasurer 
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Columbia Spreads 
ArthurGodfrey & 
alLittle Thinner  , 


(Continued from Page 1) 
ords on WCBS, New York, from| Will take the wraps off plans for 
6 to 7:45 a.m., Monday to Satur-| “the most expensive magazine on 
day, and on WTOP, Washington, | record.” Titled Nation’s Heritage, 


from 7:45 to 9:10, Monday to Fri-|it will have a 12xl5-inch page 
day. | size, carry more than 200 pages an 


Omits Commercials 


Last Monday Godfrey surprised | months—and will cost $25 a copy, 
everybody — perhaps WCBS ex- | $150 a year. 
ecutives most of all—by skipping | 
all the commercials on his early entirely graphic, with more than 
morning show. His decision to|one-third of the pages 
give the silent treatment to some | color. 
20 announcements meant a loss of | 
about $1,500 to the station. (And,! 
as he pointed out later, a sustain-| 
ing rate for Godfrey.) 

However, the temperamental | ography ready for early publica- 
artist did not receive a verbal | tion. 
spanking. Commented Arthur Hull | 
Hayes, WCBS general manager: | 
“Doing the unexpected has made/| Robert Bowman, president of the 
Godfrey. That’s why people keep|C&O Railway, to sit on the New 
listening to him; they never know | York Central’s board, Mr. Young 
what’s going to happen from one 
day to the next. “memos” to the Central. 

“He had a letter complaining not dropped his fight, however, 
about tco much talk on the show.) for active control of the Central. 
So he decided to give the people | * * 
less talk and see how they would) 
like it, well knowing that the! 
commercials are an important part 
of his program.” 


Googins Opens Office 
Hallett Googins, formerly Ne . ‘ 
England associate of W. L. Stens-|% really strong, effective advertis- 
gaard & Associates, has opened | ing manager makes for better ad- 
his own offices at 144 Colburn St., 
Westwood, Mass., as a display|agency relations. A straw in the 
consultant in both the New Eng-| wind of agency 
land retail and industrial display | »ojced in Grey Advertising Agen- 
fields. |ey’s “Grey Matter,” which said: 
° “Every advertising agency of real 
Names Wright Agency merit cherishes those clients whose 
The Los Angeles office of Frank|ad budgets are controlled by 
Wright National Company has| highly competent advertising ex- 
been appointed to handle the ad-| ecutives. .. Their experiences are 
vertising of Transport Clearings, proof positive that advertising 
a cooperative accounting service produces better returns when the 


for trucking concerns. Trade pub- te A ‘ 
lications and direct mail will be | advertising manager is a top-flight 
|executive with all of the preroga- 


used. . ; Mh ap 
tives of a senior executive. 


a * * 


| Frank G. Hubbard, Gary Post- 
| Tribune, who is chairman of a 
Promotion 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and | National Newspaper 
aed ay -- .- ~~ 'Association committee on the 


Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


| standardization of newspaper mer- 
|chandising cooperation, is urging 
|}appointment of an all-industry 


IT PAYS 
TO LOOK AT 
LEVELCOAT * 


For printing with the 
very feel of quality—choose a 


Levelcoat* printing papers are made in the following grades: 
Trufectt, Kimfectt, Multifectt, and Rotofectt. 


- 
\ Kimberly 
\ Clark 
etetaece TRADEMARK 
—=* Tr. uw. res. 


U.S. PAT. OFF, 


KIMBERLY-CLARK CORPORATION, 
NEENAH, WISCONSIN 


w | have come to the conclusion that) 


> ie, |director in the 
|New York office. 
The Chicago Symphony Or-|He will super- 
chestra is experimenting with a| vise client con- 
|method of reducing costs for ad-| tacts on the West 
'vertisers who wish to offer live | Coast and several 
classical music. Idea is to present | re etwork 
ie a s — quartet ce Albert Kaye, 
| emale guest artis S on wee y | of the Hollywood 
| half-hour shows, with prestige” | office, has been 
| Sponsors footing the bill. ‘elected a_vice- 
78 9 |president of the agency. Robert 
| Both The Saturday Evening | Buckley, Dancer-Fitzgerald- 
|Post and Woman’s Home Com-| Sample account executive, has re- 


|panion are expected to reach the|joined Benton & Bowles to. take 
4,000,000 paid-circulation mark | °V€T Mr. Steele’s former duties in 


‘this fall the radio department. 


Joins Ayer & Gillett 


John B. Gillett has joined Ayer 


L. Ted Steele 


* * * 


Biggest surprise Shaw Adver- 
tising got when it was awarded 
the Fifth Army account (AA, June 
28) was to discover that the ac- 
count will run about twice as 


as an account executive. 


& Gillett, Charlotte, N. C., agency, | Collins 


at his home here after a_ two 
month illness. 


aa! P. HALL 

ATLANTA—John P. Hall, 46, ad 
|vertising director of Colonia 
|Stores here, died June 27 of 3 
|heart attack. He had served Co 
lonial since 1917. 


FRANK W. ROGERS 


JOHNSTOWN, N. Y.—Frank W 
Rogers, general manager of th 
Gloversville - Johnstown Leader 
Republican and Herald, died Jun 
27 at his home. He also was sec 
retary-treasurer of the William B 
Publishing Company 
Gloversville. 


large as anticipated. The account | 
ran $130,000 last year, and more 
than 100 agencies who were in- 

| vited to bid on it were given that 
figure. The budget for this year, 

| however, is currently estimated at 

| $263,000. 


| on 2 
| 


Poll Reveals Hotel 
‘Business Outlook Good 


| Through a cross-country poll, 
| Hotel Monthly, Chicago, found 
that hotel owners and managers | 
feel that their business will con- 
tinue at present levels through | 
1948 and 1949. The reasons given 
for the optimism are: More people | 
|traveling, both for business and 
pleasure; increased local prosper- | 
ity, and improved convention and | 
banquet bookings. The housing 
shortage also is a factor. 

On the other hand, plans are be- | 
ing made to meet the increased | 
costs and price resistance, with a 
closer control of costs; more ef-| 
ficient operations and improved 
| accommodations through reequip- 
/ment and remodeling programs, | 
/and further development of ad- 
|vertising and sales promotion pro- 
grams. 


To Carter-Johnson 


The Negro Newspaper Publish- | 
|ers Association has appointed Car- 
ter-Johnson Associates, New York, 
to direct a “minimum” public re- 
‘lations program for the coming 
year. 


QUALITY REPRODUCTION IN... 


seen 


PHONE WHITEHALL 2300 
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17, {hs tie eee tees ea . 7 : ' 
~ |Ads Yield Higher |CUNTON J. MASSEcK Chic 
A .. 3 7 New Yorx—Clinton J. Masseck 
Ana - 76 . Pa <o Proportion of 47 63, for the past seven years copy 
ea 2 A a 89 OF. Beat E Sonam : . director of St. Georges & Keyes, Acce 
a few weeks B. C. Forbes|committee representing cma, Weeklies Income bree June 26 in Wickersham Hos- 
ishi | ’ = _ ° 
Publishing Company, New York, | Four ary ene er _— | HARRISBURG, Pa. — Advertising | Mr. Masseck saw service in | 
|reau of Advertising, to work On| revenue for weekly papers during|World War I as a lieutenant | NGU 
| the problem. He suggests as chair- 1947 ided 8% 1 ” : a , ~ ' 
Bob Keith of Pillsbury Mill provided an 6% larger pro-|colonel in military intelligence. 
| man Bob Keith of Pillsbury Mi S,| portion of total revenue than in|and was wounded at Chateau CuHIca 
who has been heading up the/j946 according to the third an- Thierry. After a postwar term of | who ha 
\ . h | ANA newspaper committee. First | nual weekly newspaper cost analy-| service he became a copywriter pda, a 
: . ’ aa 4 
— be published Ag - aa be Bn! — omg) completed by the Pennsylvania and was a vice-president of H. K week tc 
month, starting in abou six | ir. . ‘ is Siyre-gpes toy | Newspaper Publishers Association. | McCann Company, predecessor of hen 
2, standard format to be adopted For papers in New Jersey, New  MeCann-Brickson. uae 
— ~| York, Ohio and Pennsylvania with e 
Nation’s Heritage will be almost tation of the merchandising serv- | circulations under 3,000, advertis- Kae the ot 
: _ices they have available. Such a) ing provided 51% of total revenue) EDWARD DOOLHENTY ae 
Tt will “involve th = “ee | page esr gy ee gre will save | in *46 and 58.5% in ’47. For papers) Worcester, Mass.—Edward D. rn anh 
will “involve the use of/a great deal of time for neWS-/ over 3.000, ads brought in 60.2% |Doolhenty, 75, circulation man- | | 
every extsting printing technique.” | papers, advertisers and agencies, | of income in °46 and 68.7% in|ager of the Worcester Telegram- “= . 
. he says. TG | 1947. Gazette, has died here of a heart | | ao 
Simon & Schuster, New York, | At the same time, the 37 week- | ailment. contact 
has Robert R. Young’s autobi-| One of the Bureau of Advertis-|lies reporting showed a drop in oo te P 
ing’s pet projects may shortly| circulation revenue of about 1%. ad ve 
come about. A prominent national! Job shop revenue, although larger | LUCIUS T. RUSSELL a ' 
incidentally, after the ICC's re-| advertiser is considering a test|in dollar volume, declined about| Beverty Hits, Cat.—Lucius T, toe: Pa 
fusal to permit Mr. Young and/campaign. His media; every|7% in importance as part of total| Russell, 79, founder of the orig- <i. eal 
newspaper in the state of Texas. | income. /inal Newark Ledger, died June 20 ne ; 7 
. * * * Expenditures for wages, sal-|at his home here. aaa 
) . Avertisia Look for a revolutionary prod-| aries and commissions fell about ae waite 
eae oe He h 8 | uct from Minnesota Mining & Mfg.|2% during 1947, for both classes retroacti' 
€ 188! Company within next six months| of weeklies, although wages in the LOUIS H. BRUSH Nearl 
| which will be a boon to most of | mechanical department held fairly| PxtaperpHia—-Louis Herbert Opera 
the nation’s outdoor advertisers | steady. Brush, 76, chairman of Brush- ameed t 
|and national bottlers as well as a ae for a over 3,000 ace gg Page pe in er died day 
i j -| (13.7%) was about the same as in|jhere June 24 after suffering a . 
The next great push for greater host of other industries. The prod-| ( Te ( | 
‘competency, higher executive) uct, still in pilot plant experi-| 1946, although 1947 profit for the| stroke while attending the Repub- BS ma 
standing and more authority for| mental stage, will completely dis-| larger papers advanced from 16.1|lican national convention. Mr. deaah 
‘advertising managers will come solve labels on beverage bottles | to 17.8%. Brush began building Brush- much as 
‘from the advertising agency field, | or billboard posters, wallpaper __ Moore before the turn of the cen- dupation 
‘because hard-thinking agency men | and other paper products. Benton & Bowles tury and today it includes sevenj | reopeni 
The item is a chemically treated Pr Ted Steel newspapers and two radio sta-§ ont 
paper which, when a proper solu-| omotes le teele - tions. ‘Seana ; 
tion is added, will disintegrate. It, L. Ted Steele has been appointed | _ dustry h: 
isi i ient-| will save countless man hours of|general manager of Benton & Fr 
vertising and more efficient client ‘peeling off billboard advertise- Bowles’ operations in Hollywood.| ROBERT T. McCANCE Ran 
thinking was| ments, bottling labels, wallpaper > Bg ote ag Boston — Robert T. McCanceg ‘@t he t 
and other paper products. Has no h ‘en eabhe || 60, associate circulation manage 
name yet. Pag ‘ © | of the Boston Globe, died June 21 
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1 WEST : 
GUARANTE 


~ COLOR” 
PROCES. 


SEEING IS BELIEVING. Let us show you proofs of 
finest process color plates produced regularly for the !eo4 
ing advertising agencies that have appeared in nation 
publications. You are always assured of faithful repr 
duction by highly skilled craftsmen whenever you v 
FAITHORN. This is an important part of FAITHORN Co 
plete 3-in-1 Service—Ad-setting, Engraving and Printi 
—all under ONE roof. ONE contact and ONE order 
definite saving of your TIME, TROUBLE and Mon 


a aaa eh “2 erates ja : a cs ” eA Sw ieee ye eh: he sae nies ie sag we ue Sed +> sige as eggs - ss os ; gent di eank ee 
‘ 4 = 
; 4 
= 
&§ 
ee 
| THE 
; eee ae __| Lees! -— 
ee 
™ Zz 
: . ee ans 
3 pl ;.—..... | | re 
: J cs 
<a { J 
\ \\ , 
: | ; a 
| 
| 
. a a) x! | R 
= CvE cad a paper 5 
| - = 
, opro, Ss te: o 
ee | > meus \\ 
ap FA : ~rrat ° 
) i> FAITHORN | ke 
| __ sao worms rust srset- cneaco | | 


Advertising Age, July 5, 1948 51 
948 y 
: : | agement, emeng tem the Srst |Shulton Plans Biggest 
cago rinters stipulation in a printing contract ‘Christmas Promotion 
eck, | here that . foreman cannot be | Shulton, Inc., New York, will 
Opy disciplined by the union for any spend 15% more for its Christmas 
yes, ccept ongest managerial act that he performs ‘campaign than for any other pre- 
los- in the shop. | vious holiday drive. Wesley As- 
Pro ¢ ‘ sociates, New York, handles the 
at d f C f ct cm mur pyrite advertising for the manufacturer 
lant Nl us ry on ld Other provisions cutting costs of men’s and women’s a 
nce, and otherwise favoring employers, ig ey insertions hehe 
teau CuIcaco — Union job printers he said, are as follows: a. _ - omy a — 
n of |}who have been idle here since; The wage increase applies to ane des Charm, Collier's, Cosmo- 
iter, | March 2 voted 1,372 to 336 last|scale only. Although the raise politan, Esquire, Fortune, Good 
-K. | week to accept a contract pro-| brings the new day shift rate to Housekeeping, Harper’s Bazaar, 
r of | posal by the employers’ Franklin| $92 a week, it will not benefit Ladies’ Home Journal, Life, Look, 
Association, which promptly hailed | workers who already are receiv- McCall’s, National Geographic, 
the agreement as the first in the! ing that amount through premium The New Yorker, ees — 
national printing industry extend-|pay. In some shops one-half to book, The eS ee ae 
. p | ns 18 months without a provi-| two-thirds of the workers are re- saga Tease Woman's 
; . . | a ’ ; ’ 
nan. | 208 allowing for reopening of. ceiving such pay above the scale, FOR OUTSTANDING WORK—Mount Taylor, executive secretary of the Na- §fiome Companion and Christian 
. wage negotiations. he said. tional Association of Ice Industries, Washington, D. C., receives an award cer- | Science Monitor. 
a Franklin officials described the The shops now can handle some! f¢ificate from Harry McHose, director, Cigar Institute of America, at the —_ ee al 
contract as the only one in Chi- types of struck work. Where a| awards presentation of the American Public Relations Association in Wash- . ed 
cago’s printing industry in the| shop has set ads for a newspaper| ington. Paul Bolton (right), public relations counsel, was chairman of the Rominger Agency Nam 
past five or 10 years that clearly | prior to a work stoppage at the awards committee. net Sav ee 
favors the employer. John J.| newspaper, the shop may continue the pF mah arenenlan plans for 
Pilch, president of Local 16, Chi-/| to do so during the stoppage. This| formula, a new employment pro- Time, Inc. Promotes 1948-49 for the Institute of Insur- 
is T. cago Typographical Union (ITU),|is consistent with the contract} cedure has been established, aimed Gilbert and Woolle ance Marketing of Southern 
r'8- I said that the contract is the “best| formula established in New York| at providing more skilled workers "Y | Methodist University, Dallas. 
€ 207 obtainable under present-day cir-| and is required under the Taft-| to alleviate the shortage. Although} F. S. Gilbert, advertising Freya 
cumstances.” It calls for an $11.89) Hartley Law. the closed shop has been tradi-| ager of Life’s international edition | 
reekl d iall tional in the industry here, a non-| Since 1946, has been named assist- 
Weensy Wage Fae One parualy Joint Training Program ; : ; ant to James M. Linen, publisher 
retroactive pay (AA, June 28). : union man now is permitted to of Time. Mr. Gilbert joined Time, 
b Nearly all of the 48 closed shops; Employers will be required to/take a test before a joint union-|jy¢ jn 1935, and was head of | 
, - here were expected to have re-| distribute overtime work equally management board. If he is ap-| Life’s Cleveland office for several | 
poe sumed full-scale operations by to-| only in each classification of work,| proved by the board, he can be| years, 
i : - 
day. rather than throughout the entire | hired. John E. Woolley, formerly as-| 
ag Charles L. MacKinnon, general | shop as formerly. Mr. MacKin-| Newspapers Object ‘sistant advertising manager of MUST EAT AND DRINK 
pub- manager of the association, de-|non said that formerly when proof | ; ' |Time international editions, has) And they have 10 billion dollars to 
Mr. J d that f t ts ’ f | readers, for example, had worked | Publishers of major newspapers| been named advertising manager | spend! If you have food, drinks, cos- 
ush-§ Te eo ware} ; ; / i | here, where printers are on strike,| of Life international. He was| metics, liquor or any other products 
much as 18 months’ to two years’| their set ratios of overtime the ’ . - aes . . ee t Il. the best way to reach the Ne- 
cen- , : F : termed this hirin rovision il-| Philadelphia advertising manager | tO sell, the bes y 
duration never have been without| Shop occasionally was obliged to ng P for Fortune in 1939. served in the | 8T° is through the Negro papers and 
evens i isi d that the | use workers from other depart-| legal. John F. O’Keefe, secretary | *°! re | || magazines he reads with interest and 
aot eee ee : ith “ lof the Chicago Newspaper Pub-| Air Force as a lieutenant colonel | confidence. Advertising in these pa- 
current agreement indicates the| ments on that job with “resultant “5% - during the war, and came back to| wee dtvidenda. Gar ten Aanaee 
“longest period of stability the in-| inefficiency” through loss of spe-| lishers Association, said that N€WS-|Time’s international editions as| jean Te Co loyal customer 
dustry has had for years.” cialization. . pew cee han hold a ae a legal) assistant advertising manager. in the world. For full information of 
: ; “— : Spa | this great market, write ay 
He listed nine other provisions} Contract enforcement is) Contract or none at a 
that he termed favorable to man-| strengthened by a procedure under | ‘Meanwhile a survey by the| P beg agg age nny Re ~ 
ance which an arbitrator can assess any| American Newspaper Publishers | Appoints Reasoner | leading advertisers for over a dsende. 
|}amount of damages against either Association showed that 43 news- | Eleanor Reasoner has been ap-| NOTE: “° now have facts compiled by the 


|pointed radio time buyer in the 
| San Francisco office of Brisacher, 
Van Norden & Staff, 
Marie Eaton, who has resigned. 


m NASHVILLE...THE MONEY TOWN OF THE SOUTH 


* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
succeeding | the only study of its kind ever made. Write now 
for this free information, 


| and Canada are continuing to 


7 | violation. 
THE MAGAZINE ee o ar the shortage of| publish despite = es ho 
i“ th TRADE | linotype operators, a training pro-| Union printers. The oldest strike 


/gram will be administered jointly | is in Winnipeg where printers 


| by the union and the shops. | walked out of two newspapers 
| Duties of foremen and assist-| Nov. 11, 1945, and the largest is 
‘ant foremen are clearly defined) im Chicago where 1,500 printers of 
for the first time. five dailies are idle. 

| The number of apprentices that; At Warren, O., printers of the, 
/may be admitted to the industry Tribune-Chronicle ended their 20- 
has been raised from one for! “ay strike by agreeing to a 17%- 
every 10 journeymen to one for cents-an-hour raise calling for 
eight journeymen, with the maxi- | $1-85 an hour. 


mum for one shop increased from Wy BR ACCUSES ITU 


| five to seven. 
In keeping with the New York| _ WAsHiIncron—NLRB General 


HOSIERY & UNDERWEAR 
Revi 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED @® CIRCULATION 


Jun Counsel Robert Denham sought a| ‘ 
ss . |ruling last week holding that the 
am Be (Advertisement) International Typographical Union | 


|has continued to work for an il-| 
/legal closed shop in its contract | 


Hm-m-m! 


... Must be a“SPEND-O-CRAT” 


‘negotiations with the nation’s 
|newspaper publishers. 

_aminer Arthur Leff charges that 
|the international union tries to 
prevent employment of nonunion 
workers through contracts which 
leave to ITU the responsibility 
| for determining competence of job 
applicants. 

Mr. Leff is preparing findings 
‘in the case involving charges 
|}against ITU by ANPA in behalf 
of the majority of the nation’s 
newspapers. Similar ITU tactics 
have already been held in conflict 
|with the Taft-Hartley Law in 
cases involving ITU locals in Bal- 
|timore and a half dozen other 
cities. 

At Indianapolis, ITU attorneys 
|asserted that there is “nothing 
/new” in the NLRB charges in Den- 
'ham’s brief and that the charges 
were “just routine.” 


Tavannes Becomes CYMA 

The name of the Tavannes 
| Watch Company, New York, has 
| been changed to CYMA Watch 
|Company. Its watch line hence- 
forth will be known as CYMA- 
| Tavannes, with the clocks to con- 
tinue under the CYMA label. 
| Alley & Richards has been named 
to handle the company’s advertis- 
|ing. Fall advertising is planned 
for Holiday, House Beautiful, The | 
New Yorker and Time. 


| His brief filed with trial ex-| 
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NEWSPAPER PRINTING 


CORPORATION, AGENT 


Represented by The Branham Company 
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Advertising in the Test Stage 


_ Chicago Electric 
Tests Washer Ad 


Cuicaco—The Chicago Electric 
Manufacturing Company here has 
made its first use of newspaper 
space, running a full page in the 
Chicago Daily News as a test for 
its Handyhot portable washer. 

The ad listed 137 local dealers 
who accepted the company’s new 
offer to use their names in return 


Oe 


’ for purchasing a demonstration 
washer with transparent Lucite 
tub. Heretofore, dealers have 


been paying for their own news- 
paper ads and, as compensation, 
have received special allocations 
of the formerly scarce washers. 
The company said that page ads 
may be used in other cities. 

The company is featuring ging- 
ham in its labels, displays and 
demonstration washer 
continue it in next year’s adver- 
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tising in national consumer maga- 
zines. The washer, retailing at 
$29.95, was redesigned last year 
and is aimed at doing “day to 
day” small washings quickly. 


LeVally, Inc., here is the agency. | 


KOSTO TESTS PULL 
OF TWO PREMIUMS 


Cuicaco—Kosto Company here 
is testing the pulling power of a 
set of 12 greeting cards as com- 
pared to the pull of paring and 
slicing knives when offered as 
premiums. 

Four-hundred line ads ran twice 
in two weeks in Oshkosh, Wis., 
and Muskegon, Mich., during the 
month and offered the cards, a 
“60-cent value for only 25 cents 
with three Kosto or Kosto tapioca 
box tops.” 

During the other two weeks of 
the month, two 400-line weekly 


and will/ads offered the paring and slicing 


knives for the same price, with) 
the same number of box tops. 

Plans for extending the more 
‘successful premium offer to other 
markets have not yet been com- 
pleted by the company. 


Harper Publishes 
New Books on Ad 


Field, Layout 


New YorK—Harper & Brothers 
has just published two new books 
on layout and fundamentals of! 


advertising principles and prac-|cies has been cordial, 


tice. 

W. A. Dwiggins, designer of 
several common type faces, is the 
author of “Layout in Advertising,” 
which deals first with apparatus 
used by the advertising designer 


|such as paper, type, pictures, let- 


tering, ornament and the influence 
of all these on design. The book 
also discusses how to make effec- 
tive use of calendars, broadsides, 
catalogs, package designs, car cards 
and newspapers. Examples and 
explanations are extensively il- 
lustrated with full page and mar- 


ginal sketches. The retail price 
is $3.50. 
Thomas E. Maytham, account 


executive and director of market- 
ing and media for Maxon, Inc., 
New York, wrote “Introduction to 
Advertising Principles and Prac- 
tice,”’ which covers the entire field 
of advertising, including consider- 
able check lists and basic data. 
The book, which retails for $6, is 
designed primarily as a text for 
students and a reference volume 
for the advertising man. 

Fourteen chapters cover such 
varied fields as marketing and 
market research, methods of plan- 
ning ads, layouts, media selection, 
direct mail and point-of-sale ma- 
terial and display. The author 
lists 11 ways to test ads, including 
the hidden-offer method, hidden- 
offer mail test method and coupon- 
plus-sales method. 


Nelson, Flynn Resign 


George R. Nelson, general and 
commercial manager of Station 
WSNY, Schenectady, and Edward 
F. Flynn, program manager, have 
resigned. Winslow Leighton, presi- 
dent and treasurer of Western 
Gateway Broadcasting Corpora- 
tion, owner and_ operator of 
WSNY, will temporarily assume 
the duties of Mr. Nelson, who con- 
tinues as vice-president and a di- 
rector of Gateway. Mr. Flynn ex- 
pects to join an agency now being 
formed in New York. 


Red Rock Cola 


Bottling Com- 
pany of Connecticut, Hartford, 
bottler of Red Rock Cola, Hep, 


Charter Oak ginger ale and other 
beverages, has named Harold 
Merckle Associates, New York, to 
handle its public relations and 
publicity. 


OFFICIAL LIFT—Robert B. Smallwood 


disphay material publicizing the U. S. 


Lipton's as the official tea 


(left), president, and William B. Smith, 
director of advertising of Thomas J. Lipton, Inc., Hoboken, N. J., look over 


Olympic food committee's choice of 
of the 1948 Olympic teams. 


Picking Agencies 
Is Full-time Job 
for MacRann Team 


(Continued from Page 1) 


Mr. Mac- 
Millan told ApverTISING AGE. The 
reason is clear: the work in- 


volved in filling out the question- 
naire may mean a new account, 
and the cost is negligible. 

MacRann gets its income on a 
sliding scale in relation to the size 
of the advertiser’s budget, and it 
insists on maintaining a John Doe 
basis. Its accounts, for whom it 
investigates agencies, remain 
anonymous until they are ready 
to sit down with the agency or 
agencies with which they can talk 
concretely. 

MacRann currently is sticking 
close to New York, and has little 
intention 
clients outside the metropolitan 
area in the near future. 


Ex-Agency Men 


It does not send out its ques- 
tionnaires broadside. No agency 


of trying to work for) 


picture of the nature of the agen- 
cies which they might hire: their 
internal organization, their ex- 
perience, the personnel they pit 
against a problem. Then the cli- 
ent can buy whichever one it 
likes best. 


. . eal 
‘Milling Industry 
Shifts to Paper Bags 
St. Regis Paper Company, New 
York, reports that nearly 60% of 


total bakery flour production is 
being packed in paper, in contrast 


to the 25% packed in 1947 and 
10% in 1946. Of the 200,000,000 
bags to hold 100-lb. units of 


bakery flour this year, about 115,- 
000,000 will be multiwall bags. 

St. Regis says the trend is ac- 
centuated by (1) state regula- 
tions prohibiting the use of un- 
laundered, second-hand bags, and 
some states prohibiting the use of 
re-used bags altogether; (2) on the 
basis of one-time use, the paper 
bag costs half of the cotton sack’s 
price, and (3) paper bags offer a 
saving in the absence of sifting 
and retention. 


Issues Grocer’s Manual 


Chain Store Age, New York, has 
issued with its July grocery edi- 
tions its 15th annual “Grocer’s 
Manual,” covering 1,800 different 
types of products sold in grocery 
stores. 


has been asked to fill in the blanks | 


until a client is interested. Once 
an agency is on record with Mac- 
Rann, it isn’t necessary to plow 
through the questionnaire again. 
An agency principal is only asked 
to revise those portions which 
have been significantly affected in 
the interim. 

Both MacMillan and_ Shields 
are in their mid-30’s, both went 
to Yale, both were at one time 
employed by J. Walter Thompson 
Company. MacMillan is 36, went 
from Western Reserve Academy 
to Yale, where he was a Phi Beta 
Kappa, and became a copywriter 
for John Orr Young, Inc., J. Wal- 
ter Thompson, Badger & Brown- 
ing & Hershey. Before venturing 
into MacRann, he was advertising 


manager for Great American In- 
dustries. 
Shields is 37, spent six years 


with Thompson and shorter terms 
with Ruthrauff & Ryan, Pedlar & 
Ryan and Grant Advertising. 
MacMillan believes that much 
of the shifting of accounts in the 
agency business could be avoided 
if the proper agency were picked 
in the first place, and is inclined 
to think that MacRann renders a 


service to advertising generally. 
He dislikes the hit-or-miss basis 
on which many accounts are 


awarded, but admits that Mac- 
Rann stays religiously away from 
the question of personality. It 
aims to give its clients a clear-cut 


July 21-23. 
tional Association, 43rd annua! 
| convention, The Greenbrier, White 
'Sulphur Springs, W. Va. 


Lithographers Na- 


| Sept. 26-29. Mail Advertising 
|Service Association, annual meet- 
ing, Bellevue- Stratford Hote], 
Philadelphia. 

Sept. 26-29. Advertising Spe- 
|cialty National Association, an- 
|/nual convention, Palmer House, 
Chicago. 

Sepi.- 29 - Oct. 1. 
Advertising Association, 
convention, Benjamin 
Hotel, Philadelphia. 

Oct. 20-23. Printing Industry of 
_America, annual convention, Edge- 
water Beach Hotel, Chicago. 
| Oct. 25-27. Association of Na- 
tional Advertisers, annual conven- 
tion, Waldorf-Astoria, New York. 

Nov. 8-10. Southern Newspaper 
Publishers Association, annual] 
convention, Soreno Hotel, St. 
Petersburg, Fla. 


Direct Mai! 
annua! 
Franklin 


} 
Wrigley Co. Elects 
Stockholders and directors of 
Charles W. Wrigley Company, 
Chicago, outdoor advertising 
agency, have elected the following 
officers: Charles W. Wrigley, 
president and director; Charles F. 
Keyser, vice-president and direc- 
tor; Ednyfed H. Williams, secre- 
tary and director, and Melvin C. 
Keyser, treasurer. 


‘Belden Names A. M. 


Edgar Stanton Jr., service man- 
| ager of the industrial division, has 
| been appointed advertising man- 

ager of Belden Mfg. Company, 
Chicago, wire maker. He started 
with the company in 1932. 


Multigraphing 
Mimeographing 
Mailing 
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8 W. Ontario, Chicago 10, Illinois 


\ — THE WAY YOU WANT ITI 


OVER 500,000 


CIRCULATION 


OVER 1,500,000 READERS 
OVER 30% INCREASE IN 8 YEARS 


Ohio’s population 


] 


> ae 


m Co 


culation of the 49 ne 


has increased about 


in the last eight vears. But the cir- 


wspapers of the Ohio 


Select List has increased 214 times as fast. 


over 30°. 


If you want big returns, put 


your advertising dollars in this highly in- 


dustrialized $1,.250.000,000 retail 


market. 


This eager-to-buy market includes most of 


Ohio's farmers, because it covers 58 of the 


88 counties. Write. wire or phone. 


SELECT LIST 
NEWSPAPERS 
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s s e 
Peruvian Airline 


Asks Ad Details 
with Account Bids 


New YorK—The problem of the 
amount of free help and 
which agencies invited to bid on 
an account should include in 
presentations has been brought to 
the fore by Peruvian International 
Airways. 

In late May, Richard Voss, New 
York, vice-president and treas- 
urer of Peruvian, wrote to about 
10 agencies, saying that “the name 
of your agency has been suggested 
together with others,” to handle 
the line’s advertising for “the next 
ensuing year.” Mr. Voss attached 
information on the company, some 
of its recent advertising and dis- 
play material and a_e 12-point 
questionnaire. 

The invited agencies usually had 
travel or aviation accounts, or 
both. The Peruvian account is 
estimated to bill $250,000 a year. 
It has been handled by Ruthrauff 
& Ryan. 


Asked for Details 


Recipients found most of the 
questions to be reasonable enough: 
name and historical background 
of the agency; name of principals 


. ,proken down by 
linow 


and of the executive who would 


»e assigned to the account; ac- 
‘ounts served, primarily in air- 
lines or transportation; financial | 


oackground and references; Latin 
merican background; 
‘copy of agency contract. Also 
here were the agencies’ plans to 
lace ads in this country and 
broad, estimates of cost of trans- 
ation, and method of payment de- 
sired—whether, for example, 

Peruvian soles or Chilean pesos. 


n at least 


vere: 


licating media you would suggest, 
ype of advertising and general 
heme. Frequency and amount by 
ocation. (See attached list 
lata re PIA, and samples of pre- 
‘lous ad material.) 
“Furnish budget for above, 
months giving 
ver-all cost including agency fees 
by location. 


pend to get adequate coverage. 
“B. Maximum it is necessary to 


pend to get preferable coverage.” | 
in the selection | 


Assisting PIA 
ff an agency is Clement M. Keys, 
ormerly an officer of Curtiss- 
right and other plane manufac- 
urers, who now conducts C. M. 


ideas | 


sample} 


in | 

|this competition on your terms. 
But two items which rankled | 
one agency breast | 
“Submit proposed adver- | 
ising campaign for one year in-| 


of | 


“A. Minimum it is necessary to | 
Club. 


NEW SELLING AID—-An automatic carpet viewer, being shown in the picture, 

has been designed by A. & M. Karagheusian, Inc., New York, to reduce the 

difficulty of showing carpets to customers. The device consists of an automatic 

side projector and rear view screen combined in a single unit for the repro- 

duction of room interiors and carpet designs in full color. The machines are 
available to department stores. 


Keys Aircraft Service at New 
York. 

An executive of one of the in- 
vited agencies wrote a letter last 
week to Mr. Keys on the subject 


of “fair play.” 
No Hearing 


This executive had a dual 
gripe: Although he had prepared 
and submitted material as _ re- 


quested by Mr. Voss, he had never 
been given a hearing. 

He wrote that the Voss ques- 
tionnaire “was rather amazing in 
an apparent attempt to get free 
help and ideas (an agency’s stock 
in trade) to guide a management 
obviously inexperienced in the 
first elements of successful adver- 
tising. 

“But having, at that. time, 
worked for more than a year in 


| the hope of a favorable reception 
|of our unique claims for your ac- 


count we had little alternative but 
to accept your method and enter 


“There was one _ stipulation 
made, and one promise given, and 
this promise has been broken. 

“Since we were called upon to 
prepare elaborate and careful ma- 
terial, we were promised the cour- 
tesy of a hearing; otherwise, I can 
assure you we would not have 
gone as far as we did.” 


Milwaukee Admen Elect 


Robert A. Heinz, assistant pro- 
motion manager of the Boston 
Store, has been elected president 
of the Milwaukee Advertising 
Other new officers are: 
Court Conlee, promotion manager 
of the Milwaukee Journal, vice- 
president; Robert Froelich, presi- 
dent of the Northwestern Printing 
Company, treasurer, and John 
Reynolds, advertising and sales 
promotion manager of Prime Mfg. | 
Company, secretary. 


gus : 


of 1948 SPORT showed a circu- 
lation gain of 37% over the same period in '47 
.. and delivered an average bonus of 35%. 


What a buy! 


For the Ist quarter 


|40,000 of these receivers are 


Chicago's WBKB 
Ups Video Rates 


Cuicaco—Video Station WBKB 
here has announced rate increases 
for one-hour programs from $500 
to $800 per hour, with 25,440 tele- 
vision sets in the area now able to 
receive WBKB telecasts. 

The Balaban & Katz station, be- 
lieved the only one in the country 
which can furnish an accurate ac- 
counting of the sets it serves, had 
pegged its former rates for 15,000- 
25,000 sets. The new schedule will 
hold for 25,000-35,000 video sets. 

WBKB inaugurated its set tally 
when there were only 325 sets in 
operation in the area, and plans 
to continue until the number of 


sets makes census costs and pro-'| 


gram mailings prohibitive—a con- 
dition which is still some time 
away. 


Of the 25,440 receivers now op- | 


erating, only 17.3% are in public 
places, a rapidly decreasing per- 
centage. Seventy-seven per cent 


are in homes, and 5.7% are being | 


used by dealers for showroom 
demonstration. 
_ The new rate structure will not, 
however, affect ‘‘Women’s World,” 
a morning show from 10:30-11:30 
a.m., which will continue to be 
offered on a guaranteed audience 
basis for $200 per hour. It is the 
only video a.m. show in the U. S. 
The station has named John H. 
Mitchell, manager of the central 
Illinois district of Publix Great 
States Theaters, a B&K affiliate, 


as business manager of the sta-| 


tion. 


TV Set Ownership 


Increases 37% 
in 45 Days 


New YorK—There are approxi- 
mately 354,000 television sets now 
in operation in the 18 areas with 
video service, according to Dr. 
George H. Gallup’s Audience Re- 
search, Inc. This figure, which 
covers the period through June 15, 
represents an increase of 37% 
over the May 1 total. All but 
in 
homes. 

ARI also reported that an addi- 
tional 5,400,000 families would be 


in the market for sets at an aver-| 


age price of $200. The potential 
market includes 2,000,000 buyers 
at the current average price of 
$400. 

Dr. Gallup estimates that 1,- 
100,000 additional families will ac- 
quire sets within the next 12 
months. He said the total televi- 
sion area now embraces more than 
11,000,000 families. 


Radio Men Elect Deakins 


F. R. Deakins, president of RCA 
Victor Company, Montreal, has 
been elected president of the 
Radio Manufacturers Association 
of Canada. 


| Sackett, 


FCC Reiterates 
Port Huron Rule 


WasHINGTON—The FCC Wednes- 
day reiterated the controversial 
Port Huron Broadcasting Com- 
pany ruling requiring stations to 
broadcast without change scripts 
submitted for scheduled political 
broadcasts. 

Though Commissioner Robert 
Jones continued to dissent, the 
majority insisted that the Com- 
munications Act relieves stations 


| of responsibility for libel or slan- 


der which may result from such 
uncensored broadcasts. 

The commission said that sta- 
tions can decide whether or not 
they will handle broadcasts by 
candidates for an office in a par- 
ticular election, but having de- 
cided to handle one, must provide 
time for all, and broadcast the 
scripts uncensored. 

The commissicn 


agreed to re- 


'new the license of the Port Huron 


station (WHLS) on the grounds 
that the law had not been clearly 
interpreted at the time the alleged 
offenses were committed. 


STA Elects Officers 


Walter Howe, art director of 
R. R. Donnelley & Sons Company, 
has been elected president of the 
Chicago Society of Typographic 
Arts. Others elected are: James 
Zdenek, art director of Swift & 
Co., and Anne Edwards Long, de- 
signer, vice-presidents; DeForest 
designer, secretary, and 
Joseph Straus, treasurer of Hilli- 
son & Etten Printing Company, 
treasurer. 

Jem Promotes Jem Jr. 
The Jem Camera Company di- 


vision of the J. E. Mergott Com- 
pany, Newark, N. J., will launch 


|a business paper campaign for its 


new box camera, Jem Jr., through 
Byrne, Harrington & Roberts, New 
York. 
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Viscose Boosts Handley 

Robert D. Handley has been 
named assistant manager of the 
public relations department of 
American Viscose Corporation, 
New York. He continues to handle 
advertising of the corporation’s 
Sylvania division, maker of Syl- 
vania cellophane and other cellu- 
lose products. 
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“Three fifty-three” conventions 


in Toronto last year 


Toronto ranked third among the cities of 
Canada and the United States last year, having 
no less than 353 conventions. Conventions mean 
visitors who, together with the tremendous num- 
ber of tourists who flock to Ontario each year, 
comprise a rich bonus market of consumers over 
and above the resident consumer volume of re- 


tail business. 


Toronto industries 


numbering 3,683 manu- 


facturing establishments have passed, in num- 
bers, those of any other Canadian city. The 
pay-rolls of these people form a steady supply 


of money to spend on 


consumer products. 


The Evening Telegram, with the third largest 
number of readers among the English language 
newspapers in Canada, reaches a very large 
group of potential buyers and, for three gen- 


erations, has brought 


rich dollar returns for 


advertising dollars spent. 


THE EVENING TELEGRAM 


TORONTO 


CANADA 


New York: DAN A. CARROLL 
Chicago: JOHN E. LUTZ COMPANY 
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54 
‘Life’ Runs 
Thank You Ads 


New York—Life ran full-page 
advertisements in 20 newspapers 
in 
John Crosby, Herald - 


radio critic, for the bouquet 


handed Life and NBC on their| 


television coverage of the GOP 
convention in Philadelphia. 
The magazine is 


the seven East Coast television 


cities July 12 to remind viewers | 


of another convention—the Demo- 


cratic—which is to be a television | 


collaboration job between NBC 
and Life. These telecasts will be- 
gin three or four days before the 
meeting’s formal opening. Young 
& Rubicam is Life’s agency. 

Executives of the Luce pub- 
lication were delighted with their 
television venture, but declined to 
comment on their future video 
plans beyond the Democratic con- 
vention. 


Mengel Appoints Three 


James P. Oliver, formerly mer- 
chandise director of the National 
Retail Furniture Association, and 
Charles G. Morrow, in the adver- 
tising department of Mengel Com- 
pany, Louisville, have been ap-| 
pointed assistant managers of ad- 
vertising and promotion of Men- 
gel. 
joined the company’s advertising 
and promotion department as 
market research analyst. Mr. 
Oliver will assume his duties on 
July 21. 


To Adair & Director 


Adair & Director, New York, 
has been named to handle the ad-| 
vertising of Niemand Bros., Inc., 
manufacturer of paper tube prod- 
ucts. 


16 cities last week thanking | 
Tribune) 


considering | 
running another full-page ad in| 


Herbert L. Steinberger has| 


Building a home without the vital 4297, is | agency. 


just as silly as trying to build a sports trade 


campaign without SPORTS AGE. 42% of| Quits Herberger Post: 


its paid retailer subscribers read no other) Anderson Appointed 
| TT. V. Bagwill has resigned as 


trade paper in this field. 


@ Spaitaee 


The Business Magazine of the Sports 


Industry 
LICATIONS — Est. 1877. 
ER'’S TOPICS, OFFICE MAN- 


Publishers of OEY 

AGEMENT AND EQUIPMENT, THE GIFT AND 
ART BUYER, SPORT S AGE and Trade a 
tories—260 FIFTH AVE., NEW YORK I, N. 
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AT TOUR FAVORITE STO" ) 


LETHAL LAMP—Avilite, Inc., Burbank, 
Cal., is using this ad in newspapers in | 
28 states to introduce its new lamp 
shade that vaporizes rooms with in- 
visible, odorless DDT. Charles Crosson 
& Co., Houston, handles the account. 


Introduce Avilite 
DDT Lamp Shade 
in National Drive 


BurRBANK, CaL.— A new light 
bulb attachment that fills a room 
| with an invisible, odorless, and in- 
|sect-killing DDT vapor is being 
introduced in 28 states with full- 
page and 1,000-line newspaper ads 
by Avilite, Inc., here. 

The company claims that the 
‘attachment, called Insect - 0 - lite, 
‘has been tested and found effec- 
ltive against insects but harmless | 
to humans, animals and fabrics. 
Emphasizing in headlines that the | 
j}attachment eliminates the need of | 
»| sprays, powders, bombs and muss, | 


Home Economists 


| here. 


|\the judgment and 


'on a chain of functions. 


Hear Ella Myers 
on Selling Links 


MINNEAPOLIS — Whether or not) 
Mrs. America is going to exchange | 
her cash for a new breakfast food 
or biscuit mix is what the adver-| 
tising and selling departments of 
most companies want to know 
from their home economists, Mrs. 
Ella Burns Myers, of General | 
Foods Corporation and AFA 
“Woman of the Year,” told 3,000 
members of the American Home 
Economics Association at the as- 
sociation’s 39th annual meeting 


She said the success of adver- 
tising and selling depends a lot on 
investigations 
of home economists in testing new 
product acceptance. “The product 
| must be good and be wanted, the 
'price must represent a _ sound 
value, the product must be easily 
available and advertising must be 
persuasive,” she asserted. 

“Home economists’ testing, in- 
vestigating and judgment help 
everyone in advertising and sell- 
ing to decide whether or not a 
new product is good enough to go 
on the market or whether or not 
an old product can stand up under 
competition,” she added. 


A Chain of Functions 


“In General Foods we preach 
the gospel to all concerned with 
advertising and sales that the suc- 
cess of the operation depends up- 


The four 


links of that chain are product, | 
price, distribution and advertising. | 


If any link in that chain is weak, 
the chain breaks,” she said. 


“Advertising personnel might | 


'the ad explains that DDT crystals | determine the facts of price as | 


are distributed by air currents to 
|walls and ceilings where flying 
and crawling insects are killed on 
| contact. 

The unit, which fits compactly 
around the light bulb, retails at | 
97 cents and purportedly is good 
for a full season. 
| L. J. Weismantel, Houston, Tex., 
/has been appointed national sales | 
'director for the company. Charles | 
|Crosson & Co., Houston, is the 


president and general manager of 
| Herberger’ s, Inc., department store 
‘chain in the Northwest, with | 
| headquarters in St. Cloud, Minn. 
| He will continue as a director. 
Archie A. Anderson, general op- 
erations manager, has been named | 
|to succeed Mr. Bagwill as presi- 
dent and general manager. 


convention, insta 


For window or counter, Pi: 


compared with competition with- | 


out their consumer service associ- | 


ates, but where it comes to judg- 


ing value as compared with com- | 


petition or with substitutes, it can- | doesn’t believe in formulas — for | 


| placing its newspaper advertising, | 


not be done,” Mrs. Myers declared. 

The entrance of more home 
economists into the field of radio 
could be mutually advantageous+- 
to radio because of the great fund 
of technical knowledge that home 
economists bring, and to home 
economists because radio is the 
ideal medium for presenting the 
important knowledge gained 
through such training, Jane Tif- 
fany Wagner, NBC director of 
education, told the gathering. 

“We home economists contrib- 
ute to our failure to make a dent 
in the radio business because we 
do not realize the possibilities of 
radio; because we lack the imagi- 
nation radio demands; because we 
often are too infatuated with 
home economics techniques,” she 
said. 

Elizabeth Lee Vincent, dean of 
New York State College of Home 
Economics, said that since women 
do 80% of the consumer buying, 
they can exert a substantial influ- 
ence upon economic trends. They 
can also exert a substantial influ- 
ence upon world good will and 
world peace. Intelligent consum- 


| 


| 


er buying has not only become 


| wisdom for the individual home- 
| maker, 
|in world politics, she said. 


it has also become a force 


Drops Willys-Overland 


|slight increase in expenditures | 
over 1947. 
Mr. Nunn revealed Standard 
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Sages 


Rie Py See ® | 


ISTH ANNIVERSARY—R. |. Robinson, head of sales promotion for Trans World 
Airline, looks quite jubilant as he receives a ruby-studded |5th anniversary pro- 
peller pin from E. O. Cocke, vice-president of traffic, who himself entered his 
20th year with TWA last month. J. C. Delong, director of advertising for TWA, 


is at 


right. 
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SO’s Nunn Tells 
Formula for Use 
of Newspapers 


BREEZY Point, Minn.—Newspa- 
pers were termed the “great back- 
bone medium of advertising” by 
Wesley I. Nunn, advertising man- 
ager of Standard Oil Company 
(Indiana), addressing the 29th an- 
nual summer convention of the 


Northwest Daily Press Association | 


here. 

“Because of their tried and 
proved value over a period of 
many years, newspapers will 
again carry this year a tremend- 
/ous schedule of Standard Oil ad- 
| vertising,” Mr. Nunn said. He 
| disclosed that Standard’s advertis- 


ing budget for 1948 calls for a| 


Oil’s formula—though he said he} 


which goes to more than 1,800 


papers. 
Arrive at Formula 


Standard Oil’s researchers have | 


found that the larger the paper, 
the larger the advertisement re- 
quired to do a given job. They 
selected 1,200 advertisements ap- 
pealing to men from the first 100 
studies in the Continuing Study of 
Newspaper Readership and found 
that ad size is directly proportion- 
ate to circulation. The results, Mr. 
Nunn said, indicate a formula like 
this: 

A 1,200-line ad in newspapers 
of more than 100,000 circulation; 
an 800-line insertion in the 15,- 
000-100,000 circulation group, and 
a 400-line ad in newspapers under 
15,000. “As a rule of thumb prop- 
osition, the newspaper space sales- 
man can assure his customer that 
less space in his paper will do the 
same job as more space in a big- 
ger paper,” he said. 

He told the 90 publishers and 
advertising men that his company 


recently tried to relate advertising 
effectiveness directly to sales by 
/conducting a study of newspaper 
advertising in three groups of test 


| cities. 


In the first group the advertis- 
to premium 
in the second 
group, it was equally divided be- 
tween premium and regular grade, 
and in the third group advertising 


ing was contined 


grade gasoline, 


was confined wholly to regula: 
grade. 


were best in those cities where 


advertising was exclusively on the 


premium grade. Second best where 
both grades were advertised and 
poorest where premium was no! 
advertised at all. 


Clinton Johnston, Graphic Arts, 
or-® 


Industry, Inc., management 
ganization for the printing and 
publishing field, told the meeting 


|that publishers and printers ard, 
getting less and less production aif. 


more and more cost from thei 
|mechanical personnel. 

| Mr. Johnston said his organiza/ 
| tion discovered that the younger 
| mechanical men are poorly 
trained and the older men, whil 
well trained, are getting less dex- 
trous. 


Fairyfoot Opens Drive 

Fairyfoot, Chicago foot remedy 
manufacturer, has opened a 104 
month newspaper campaign fol 
the company’s products, throug) 
Ruthrauff & Ryan. 


It was found that premium sales 
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Steve Hannagan Associates, 
|New York publicity organization, 
has resigned the account of 
| Willys-Overland Motors, Toledo. 
| Neil T. Regan, executive on the 
| Willys account, will become direc- | 
|tor of a new Hannagan office in | 
| Las Vegas, Nev., which will pro-| 
mote the resort possibilities of the | 
| entire Las Vegas area. 


Bell with ‘Geographic’ 
Gordon F. Bell, formerly with 
Maxon, Inc., and Junior Bazaar in 
Chicago, has joined the western 
advertising staff of National Geo- 
graphic Magazine, Washington. 


\ life of this publicatio 
| is 12 days—befor 
being filed for futur 
reference. 
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Advertising Age, July 5, 1948 


3 Groups Join 
to Form Student 
Marketing Unit 


94); 


Institute, New York and Chicago, 
has been organized through a mer- 
ger of College Market Services 
University Research and Hi-Teen- 
ers, to provide research, promo- 
tion and merchandising services 
for advertisers in the high schoo) 
and college markets. Robert Stel- 
zer, Selig Cohn and Arthur Wilk 
are directors. 

Faculty supervisors — members 
of marketing and economics staff: 
in colleges, and advisers to pub- 
lications in high schools — guide 
the work in each school. They 
select and direct field workers 
who are chosen from the student 
groups. 

Through the College Market 
Services-University Research di- 
vision, SMI now covers more than 
400 colleges and universities. Hi- 
Teeners, an advertising - editorial 
‘Icolumn, is now scheduled in 120 
high school papers in 75 markets 
and has a circulation of 280,951. 
The column may also be carried 


rtis- Foon in teen-age sections of metro- 
1UMPoolitan dailies. The Hi-Teeners 
»Ndictaff conducts marketing services 
be-fin the teen-age market. 

ade,}’ Among advertisers for whom 
SINSESMI units have carried on pro- 
ulatiorams are Adam Hat; Associated 


Merchandising; Bonwit Teller 
tore; Cluett, Peabody; Esquire, 
ne.; Knitted Outerwear Founda- 
ion; Millinery Council; R. B. 
emler, Inc.; Sterling Drug, and 
varsity. 

Mr. Stelzer has done research 
nd merchandising in the agency 
‘Bield, and Mr. Cohn has specialized 
“Zin fashion merchandising. These 


sales 
here 
| the 
here 


‘who formerly had an advertising 


midwest operations from Chicago. 
A West Coast branch is planned. 


{Midwest Agency 
aex{Net Sets Meeting 


dex- 

Cuicaco — The second meeting 
of the newly-formed Midwestern 
Advertising Agency Network is 
‘scheduled to be held at French 
Lick, Ind., Aug. 7-8. 

The network, organized here 
ast spring, already has held round 
table discussions covering prob- 
lems encountered by the smaller 
and newer agencies. 

A standard of ethics code, credit 
matters and competence require- 
ments will be incorporated in the 


oug! I 


adopted at the coming meeting. 
Samuel Abrams, Ohio Advertis- 
ing Agency, 1010 Euclid Ave., 
leveland 15, is membership sec- 
etary of the group. 


ite Rock Starts 
Drive in NY Market 


White Rock Corporation, New 
York, has begun a six-month cam- 
baign in the New York market 
ntroducing the eight beverages in 
he White Rock line. The bever- 
ges are now being sold through 
Nhite Rock franchises in eight 
narkets, including the West Coast, 

mew England, Miami and Ala- 
ama. 
White Rock has been expanding 
‘'s franchise arrangements for the 
ast year, and moving out the 
mrown White Rock bottle in favor 

fa clear bottle as the new line 
g@ekes over. In New York the cam- 
aign will utilize newspapers, out- 
Oor, car cards and selective 
Spot) radio, through Kenyon & 
ckhardt, New York. 


<=—=— - ~~ —_ Se 


and promotion firm, will direct | 


ae 


Last Minute News Flashes 
‘Hamlet,’ ‘Oliver Twist’ Promotion Lined Up 


Boston — J. Arthur Rank’s “Hamlet,” starring Laurence Olivier, 


will open at the Astor Theater 


here Aug. 18. Universal-Interna- 


New York—Student Marketing| tional, which handles American distribution, will use newspapers, 
| selective (spot) radio and exploitation, city-by-city. 


Magazines will 


be added only after newspaper reviews are in, and road show route 


is set. 


In New York, Rank’s “Oliver Twist” will be released through 


Eagle-Lion, which has budgeted $250,000 for it, including page and 


facing-column magazine copy. 


A 45-day newspaper buildup will 


precede its opening. Monroe Greenthal Company handles both Eagle- 


Lion and Universal-International. 


First Army Studies Agency Appointment 


New York—The First Army is preparing to screen replies from 
90 agencies interested in handling its nine-state recruiting account. 
An Army spokesman told AA a briefing session would be held in two 
weeks, and the account awarded about two weeks later. 
000 account was handled by Dorland, Inc., last year. 


Ribbonwriter Appoints August Burghard 


Danita, FLA.—Ribbonwriter Corporation of America has appointed 


The $200,- 


August Burghard, Inc., Fort Lauderdale, to handle advertising for 


nate the need for carbon paper. 


the company’s new Rib-N-Rite typewriter attachment, said to elimi- 


Parex Corn Safety Razor to Be Reintroduced 


BrooK_tyn—American Safety Razor Corporation is planning to re- 


market during the war. 


and October. 


introduce Parex, a corn safety razor, which it withdrew from the 
Introduction by the field force will start 
July 14, and advertising will probably get under way in September 
Federal Advertising Agency has the account. 


Grove Labs Names Cohen, Gardner Agencies 
St. Louis—Grove Laboratories has placed the advertising of Pazo 
ointment with Harry B. Cohen Advertising Company, New York, and 


| of Grove’s cold tablets with Gardner Advertising Company here. 


"Stop Music’ Gets 
No. 2 and 5 Spots 
on Hooper Report 


| New York — ABC galloped off 
with the rating honors on the June 
30 Hooper report, thanks to Jer- 
| gens’ Walter Winchell, who placed 
first with 16.4, and “Stop the 
| Music,” which made a spectacular 
|jump to second place and held 
| down the fifth spot as well. 
| It should be remembered that 
| June 15-21 was not a normal rat- 
|ing period —even for summer — 
|'with many top shows such as the 
| pace setter, Lux Radio Theater, 
/canceled because of special con- 
| vention broadcasts. 

Old Gold’s section of “Stop the 
Music”—8:45-9 p.m., EST—came 
in second with 13.5. Speidel Com- 
pany’s segment (8:30-8:45 p.m.) 
tied for 15th on the last report, 
| was fifth with 12.5. 
| Other leaders: 


| Horace Heidt (Philip Morris), 


DS  Gechecs ORe eee aree ned ban de 13.4 
Take It or Leave It (Eversharp), 

NBC 
Godfrey's Talent Scouts (Lipton 
Tea), CBS 
| Eddie Cantor (Pabst Blue Rib- 
"eee ee 12.0 
ack Benny (Lucky Strike), 


ee 


| J 
6 


| Jimmy Durante (Rexall), NBC..11.3 
Truth or Consequences (Duz), 

SF ee eer rrr re PT ree 11.3 
Life of Riley (Prell), NBC...... 11.0 


Mr. District Attorney (Bristol- 
Myers), NBC 
Big Story (Pall-Mall), NBC 
Break the Bank (Bristol-Myers), 
a sihia ie wn se eR ae re Ses 10.6 
Your Hit Parade (Lucky Strike), 
EES Saud 86 ad 0's OGe0.0 be CEN OSS 10.5 
Average rating of 6.4 was down 
0.6 from the last report and 0.3 
from a year ago. Average sets-in- 
use—23.4—-was down 1.1 from the 
last report and up 1.3 from a year 


ago. 


Mack Agency to Merge 
with Buchanan & Co. 


Norman A. Mack, Inc., New 
York, will shortly merge with Bu- 
chanan & Co., New York. Some of 
Mr. Mack’s staff and all of his 
accounts will be included in the 
merger. Mr. Mack has operated 
his agency for 11 years. Among 
his current accounts are Chen Yu, 
Charles of the Ritz, and part of 
FR Corporation. 


krogfoss Joins KSTP 
|Wayne Krogfoss, formerly on| 
national advertising staff of | 
mc Minneapolis Star and Tribune, | 
as joined the sales staff of Sta-| 
on KSTP, Minneapolis-St. Paul. | 


The executive vice-president of 
the agency, Norman B. Norman, 
recently resigned to join Research 
Corporation of America. The date 


of the merger and Mr. Mack’s title | 


in Buchanan have not been re- 
vealed. 


Stockholder Seeks 


Tucker Receiver 


New YorK—A derivative stock- 
holder’s suit filed jointly by a 
stockholder, Albert J. Shapiro, 
and a dealer, Thomas Peters & 
Brothers, in federal court here 
last week charged Tucker Cor- 
poration, Chicago, and its presi- 
dent, Preston T. Tucker, with mis- 
management and asked the ap- 
pointment of a receiver. 

The complaint alleges that the 
company failed to produce auto- 
mobiles, had dissipated a large 
part of its cash and is in danger 
of insolvency and liquidation. It 
asks that a receiver account for 
all assets and name new officers 
and directors pending an election, 
and that the defendants be en- 
joined from transacting any fur- 
ther business for Tucker Cor- 
poration. 

The complaint goes on to assert 
that “there are no designs, no 
models, no material with which to 
/manufacture automobiles now on 
| hand; that the price of the car is 


uncertain and the cost of manu- 


facture unknown.” 

Mr. Shapiro is the holder of 100 
shares of Class A common stock, 
and Peters holds a franchise for 
which it says it paid $12,000 in 
September. 

Mr. Tucker himself is charged 

with $100,000 in cash which plain- 
tiff Shapiro says he has not ac- 
|counted for. He also charges that 
|Mr. Tucker bought an airplane 
for $40,000 and has leased it to 
| the corporation at $6,000 a month, 
|and that Mr. Tucker has bought a 
Peee in or near Bogota, Co- 
lombia. 


RKO Pathe Reports 
on Sponsored Films 


RKO Pathe reports that it had 
|28 sponsored films in production 
|in the first half of 1948; that 13 
|of the films have been completed 
and released, and 15 are in pro- 
| duction. 
| Completed film sponsors include 
the Army, U. S. Chamber of Com- 
merce, U. S. Rubber, Carstairs 
| Distillers, Proctor Electric Com- 
| pany, DuPont, the Navy, the Au- 
'tomobile Manufacturers Associa- 
'tion, National Foundation for In- 
fantile Paralysis and New York 
State Youth Commission. 


‘Life’ Appoints Ross 

Robert A. Ross Jr. has been ap- 
| pointed merchandising representa- 
tive in Dallas for Life. 
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HEAVY RETURN—Feinberg Kosher 

Sausage Co., Minneapolis, reports 8°/, 

or greater coupon returns in cities 

where it has introduced Breef with this 

copy, prepared by Rhodes & Davis, San 
Francisco. 


Coupons Pull 
Well for Breet, 
Kosher Product 


MINNEAPOLIS—An intensive ad- 
vertising campaign in behalf of 
“Breef,” only canned kosher 
corned beef packed and sold com- 
mercially in the U. S., is under 
way in four major markets, latest 
of which is Chicago. 
| Introduced a year and a half 
ago, the product was originally 
packed for Jewish boys overseas 
during the war. 

Entry into the Chicago market 


is the most recent expansion of | 


Breef’s sales territory. The prod- 
uct is manufactured by Feinberg 
Kosher Sausage Company here. 


Advertising spotlights an intro-| 
ductory coupon offer, with. cou-| 
pons worth 10 cents toward the} 


purchase price. <A_ free recipe 
booklet is offered as well, with 
copy highlighting two recipes us- 
ing the product. 

Prior to entry in the Chicago 
area with advertising in the Chi- 
cago Daily News, 30-day 


St. Louis and San Francisco. Com- 
pany spokesmen report an 8% 
coupon return average in these 
three markets and even higher re- 
sults for Chicago. 
where Breef has already been dis- 
| tributed, they report, it has caught 
|}on with amazing sales results. 
The product rated 92% accept- 
;ance by “Housewives’ Protective 
| League” and first in taste and 
quality by Consumer’s Union. Ad- 
vertising is slanted toward both 
the economy-minded and quality- 
minded consumer. 

| Rhodes & Davis, San Francisco, 
is the agency. 


Torme Takes Over for 
Shore-James-Mercer 


Mel Torme, starring in a situa- 
tion comedy, has been signed as a 
permanent replacement for the 
Shore - James - Mercer musical 
under the sponsorship of Philip 
Morris & Co. The program will 
be heard Tuesday at 8 p.m., EDT, 
over NBC starting July 6. Biow 
Company is the agency. 

Mr. Torme’s last network en- 
deavor was under the auspices of 
Toni, Inc., which canceled his 
singing session after a short run. 


Adds Connell 

William A. Connell Jr., for- 
merly with Robbins Publishing 
Company and U. S. Vitamin Cor- 
poration, has joined the art de- 
partment of O’Brien & Dorrance, 
New York. 


Goes on 24-Hour Schedule 


Station KLAS, Las Vegas, CBS 


station, has begun operating 24 
hours a day, Monday through 
|Saturday. The station went on 


ithe air Feb. 20, 1948. 


cam- | 
paigns were conducted in Denver, | 


In markets | 


55 


“Chicago Tribune’ 
Press Run Uses 
| Straw in Paper 


Cuicaco—The Chicago Tribune 
announced that 150,000 copies of 
its mail edition last Tuesday were 
printed on paper containing straw 
pulp. 

The press run, the Tribune 
claimed, “proved that straw fibers 
may be incorporated into news- 
| print made from pulp wood with- 
|out diminishing the quality of the 
paper (or its) printing qualities 
in registering black and white and 
|colors.” The paper was produced 
in the Tribune’s mill at Thorold, 
Ont., in cooperation with the De- 
partment of Agriculture’s north- 
ern regional research laboratory 
at Peoria, Ill. 

The Tribune said that the ex- 
periment was undertaken in the 
interests of forest conservation 
and that production of the paper, 
containing 17% straw fiber, was 
/more costly than for ordinary 
| newsprint. Use of straw, of which 
“millions of tons” now go to waste, 
probably would be resorted to 
only if supplies of pulp wood de- 
clined or became excessively ex- 
pensive, the Tribune said. 

Straw has been used in news- 
print and high quality paper be- 
fore but the new technique was 
said to be an improvement on 
earlier methods in speed, economy 
and quality. 

Government experts said that 
the small size of the straw fibers 
adapts them for use to better ad- 
vantage in glossy paper and qual- 
ity papers now made largely from 
|chemical woodpulp. Use of straw 
in such paper, they said, would 
create a good market for a residue 
/now largely wasted and would 
‘bolster the agricultural economy 


lof the Midwest. 


Arabian Oil Co. | 
Starts Good Will | 
Radio Program 


New Yorxk—The Arabian 
American Oil Company has 
|chosen network radio for its first 
advertising venture. 

Commentator Earl Godwin has 
|started a weekly newscast— Sun- 
days at 6:30 p.m., EDT—over 
ABC, under the sponsorship of 
the company. The time was bought 
through Kudner Agency, which 
has been appointed to handle the 
account. 

Arabian American thinks the 
program, “Hope of Peace,” will 
create good will for the company, 
which is not a subsidiary of a 
major oil concern but in which 
some of the big American com- 
panies have an interest. 

Some 203 newspapers through- 
out the United States carried ads 
calling attention to the newscast 
which premiered yesterday 
(July 4). 


Plans Anniversary Drive 


Buxton, Inc., Springfield, Mass., 
manufacturer of billfolds, will be- 
gin a golden jubilee Christmas 
campaign in November, with color 
pages in Life, Mademoiselle, 
The Saturday Evening Post and 
Seventeen. Some advertisements 
will show a new 24 karat gold 
leather billfold for women, pro- 
duced in commemoration of the 
company’s 50th anniversary. J. 
Walter Thompson Company, New 
York, is the agency. 


Boyes Promoted 


Earl F. Boyes has been appoint- 
ed advertising manager of the 
“Buyers Guide and Industrial Di- 
rectory of Chicago,” published by 
the Chicago Association of Com- 
merce and Industry. He succeeds 
the late Marshall Mathews. Mr. 
Boyes has been a member of the 
“Buyers Guide” staff since 1935. 
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HAIRE PUBLICATIONS 


SELLeective National Choice of 


; 
+ 


both parties! 


They are Specialists 
in each field 


Their platform: 
No waste circulation 


Buyers always vote for Haire Pub- In smoke filled rooms of 


lications for authentic guidance advertising conferences — the 


LUGGAGE & LEATULR, 
ws 


wn oe { 


ee apy 


and merchandising know-how. Haire publications are picked 


Haire publications are tried and on their record — delivering 


‘tiny Sly a Seal 


tested authorities since as far back specialized markets . . . respon- 


as 1866. sive readership. 


J 
< 
SE tit i.-e& 


Information Headquarters for 
10 Major Markets — 


MERCHANDISING PUBLICATIONS HAIRE PUBLISHING COMPANY - 170 sroapway, new vorx 1 


BOSTON + PITTSBURGH + CHICAGO + DETROIT + ST. LOUIS + LOS ANGELES 
ATLANTA + LONDON 
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